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Abstract 
 
The aim of the dissertation is to investigate the attitude of real estate 
agency companies in Hong Kong towards marketing factors which drive 
the customers’ service employment decision and attitude towards 
branding in light of service intangibility.  
 
Due to the nature of the real estate agency industry and service 
intangibility, it is found that personnel are one of the crucial factors 
which drive the customers’ willingness to buy the service. Branding, on 
the other hand, being an indicator of service quality, can be a way of 
marketing real estate agency services. In establishment of a service brand, 
personalized service and service quality play an important role.  
Declaration 
 
 
 
 
 
I declare that this dissertation represents my own work, 
except where due acknowledgment is made, and that it 
has not been previously included in a thesis, 
dissertation or report submitted to this University or to 
any other institution for a degree, diploma or other  
qualification. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Signed : _________________________________ 
 
 
 Name : _________________________________ 
 
 
 Date : _________________________________ 
 
 
 
 Contents 
 
    PAGE 
   Acknowledgements i 
   List of Charts ii 
   List of Tables iii 
   List of Appendix v 
     
Chapter 1    Introduction  
 1.1   Background of the Study 1 
 1.2   Aim and Objectives 5 
 1.3  Research Methodology 6 
 1.4  Dissertation outline 8 
     
Chapter 2   Literature Review  
 2.1  Introduction 10 
 2.2  What is Marketing? 12 
 2.3  Marketing Mix 18 
 2.4  Marketing Positioning 23 
 2.5   Marketing strategies 30 
  2.5.1 Pricing Strategy  
  2.5.2 Channel Strategy  
  2.5.3 Product strategy  
  2.5.4 Branding  
 2.6  What is Services? 39 
    PAGE 
 2.7  Service Marketing Strategy 48 
 2.8  What is Branding? 52 
 2.9  Why Branding? 56 
 2.10  Branding attributes 61 
 2.11  Promotion Strategies 65 
 2.12  An overview of Hong Kong Real Estate 
Agency 
 
70 
  2.12.1 Categorization of real estate agency 
companies 
 
 
 2.13  Conclusion 79 
     
Chapter 3   Research Design  
 3.1  Introduction 82 
 3.2  Research method 83 
 3.3  Target Group 84 
 3.4  Data collection 86 
 3.5  Data Analysis 91 
 3.6  Conclusion   93 
     
Chapter 4   Questionnaire  
 4.1  Introduction 94 
 4.2  Construction of questionnaire 95 
 4.3  Layout of Questionnaire 1 97 
  4.3.1 Marketing factors  
    PAGE 
  4.3.2 Source of Business  
  4.3.3 Communication channels  
  4.3.4 General Information of respondents  
 4.4  Layout of Questionnaire 2 101 
  4.4.1 Attitude towards marketing  
  4.4.2 Attitude towards branding  
  4.4.3 Branding attributes  
 4.5   Conclusion 107 
     
Chapter 5    Research Findings  
 
 
 5.1  Introduction 108 
 5.2  Findings in Questionnaire 1 109 
  5.2.1 General information of respondents  
  5.2.2 Marketing factors  
  5.2.3 Source of Business  
  5.2.4 Communication channels  
 5.3  Findings in Questionnaire 2 130 
  5.3.1 Attitude towards marketing  
  5.3.2 Attitude towards branding  
  5.3.3 Branding Attributes  
 5.4   Summary of research findings 142 
  5.4.1 Questionnaire 1  
  5.4.2 Questionnaire 2  
    PAGE 
 5.5  Discussion of result 144 
 5.6  Conclusion 153 
     
Chapter 6   Conclusion 154 
 6.1  Limitations 159 
 6.2  Recommendation for further 
investigation 
 
160 
     
   Appendix 161 
   References 176 
  
Acknowledgements 
 
I would like to express my sincere gratitude to my dissertation 
supervisors, Ms. E. M. Hastings, for her cordial inspiration, support and 
guidance throughout the year.  
 
I would also like to express my warmest gratitude to my father, my 
mother, my sister and my brother (Kwok Ka Wa) for their unconditional 
support in my years of study.  
 
Gratitude shall be extended to Mr. Henry Mok and Mr. Horry Ip of Jones 
Lang LaSalle. Thank you very much for their time and assistance during 
the data collection period. I would also like to thank Fanny Chiu, Benson 
Lee, and Julia Wong of Swire Properties Limited in helping me to contact 
real estate agency companies. Moreover, thanks Mr. McKinnell, Dr. 
Kelvin Wong and Mr. Alan Chan in offering assistance.  
 
Last but not least, I would like to thank my friends and colleagues for 
their backing. Special thanks should be given to Janis Ying, Pui Wah 
Leung, Eva Ku, Wendy Iu and Connie Hung for their help and 
encouragement.  
 
Once again, please accept my deepest thankfulness from heart.  
 
 i
List of Charts 
 
 
  PAGE 
 
1 Percentage of respondents with and without specialized  
people responsible for marketing 
 
110 
2 Percentage of respondents with and without company logo 
 
111 
3 Categorization of Respondents’ company in terms of staff 
number 
 
112 
4 Global weights of branding attributes 
 
138 
 ii
List of Tables 
  PAGE 
 
1 Steps in adopting Analytical Hierarchy Process 
 
89 
2 Classification of branding attributes 
 
106 
3 Mean, median, maximum and minimum score of the 
factors affecting service employment 
 
115 
4 Weighting and Ranking of the factors affecting service 
employment 
 
116 
5 Percentage of respondents assigning the highest and 
lowest rank to the factors affecting service employment 
 
117 
6 Correlation of each factor with scale of the respondents’ 
companies 
 
120 
7 Weighting, mean score and ranking of the 4 sources of 
business 
 
122 
8 Percentage of respondents assigning the highest rank and 
lowest rank of the source of business 
123 
 iii
  PAGE 
9 Mean, median, maximum and minimum score of the 8 
communication channels 
 
125 
10 Weighting and ranking on the frequency of 
communication channels employed by respondents 
 
126 
11 Percentage of respondents assigning the highest rank and 
lowest rank on the frequency of communication channels 
adopted 
 
128 
12 Weighting and ranking of category level 
 
134 
13 Mean Weight and ranking of branding attribute under 
service 
 
135 
14 Mean weight and rank of branding attributes under 
company 
 
135 
15 Mean weight and rank of branding attributes under 
personnel 
 
136 
16 Global weight and ranking of branding attributes 
 
137 
 
 iv
List of Appendix 
 
  PAGE 
 
1 Survey result of Questionnaire 1 
 
161 
2 Survey result of Questionnaire 2 
 
168 
3 Sample of Questionnaire 1 
 
169 
4 Sample of Questionnaire 2 
 
172 
 
 v
 
Chapter 1- Introduction 
 
 
 
Chapter 1 
Introduction 
 
 
1.1 Background of the Study 
 
Hong Kong is a small place with limited land supply. However, the 
property market is very prosperous. Some journalists even claim that 
property market drives the Hong Kong economy. In the property market, 
various parties including developers, purchasers, leaser and lessee etc. 
are involved. Moreover, there are different segments, like residential, 
commercial and industrial property markets. There are first hand and 
second hand markets as well. Interested parties will identified the 
potential properties and compare them before transaction. It is time and 
cost consuming in the process of identifying all the potential properties.  
As a result, a third party exists in the property market: Real Estate 
Agency Company.  
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Real estate agency companies serve as middlemen between parties. They 
help the buyers and lessees to identify potential properties which suit 
their demand. On the other hand, they assist the developers, property 
owners or leasers to search for interested parties. The estate agents will 
perform all sorts of tasks including introducing a client, arranging 
viewing of a property, negotiating terms, arranging signing of Sales and 
Purchase Agreement and explaining the terms in the agreement etc. 
When transaction is closed, the estate agent is entitled to receive 
commissions. The commission is a kind of service charge.  
 
The real estate agency companies serve to reduce transaction cost 
involved in property transaction, like finding interested parties, 
identifying potential property, conduct negotiation etc. They act as a 
bridge between supply and demand which facilitates the transaction.  
 
In January 2005, there were a total of 3166 registered estate agency 
shops and 8827 registered estate agents according to the statistic of 
Estate Agents Authority. Real estate agency is a highly competitive 
industry. In order to stand out in the market, one has to use various 
strategies so as to enjoy part of the market share. Marketing is one of the 
choices.  
 
Appropriate marketing strategy enables the customers to know the 
competitive advantages of the real estate agency companies. It should be 
clarified that marketing is not purely advertisements and promotions. It 
 2
 
Chapter 1- Introduction 
 
is a process involves perception, understanding, stimulation and 
satisfaction of the target markets’ demand. It channels the companies’ 
resources to meet the demand. Therefore, marketing of real estate agency 
companies are not purely advertising the property available and persuade 
the customers to buy.  
 
Marketing can channel the real estate agency services to meet the 
demand of the customers. However real estate agency is a service 
provision industry. It differs from goods like can of drink and set of 
computer. Real estate agency service is intangible in nature. It is difficult 
to compare the quality and price like what the customers did when they 
buy goods. It is hard for the customers to evaluate and compare 
something which is intangible. It is difficult to tell which real estate 
agency is better. This is not just the challenges faced by the customers, 
but the real estate agency themselves.  
 
In this competitive industry, the real estate agency companies have to 
seek ways to attract customers. They have to make the customers know 
and “feel” that their services are better than that of their competitors. But 
intangibility of service makes marketing more difficult. The company, 
therefore, has to rely on some other tangible cues such as personnel, 
price, and facilities etc. to make service quality more easily assessable. 
By utilizing tangibles cues, it will be easier to channels information to the 
customers and more importantly, to persuade the customers in service 
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employment. As a result marketing becomes important for the real estate 
agency companies.  
 
In marketing real estate agency service, benefits should be conferred to 
the customers. Benefits shall be conferred by some attributes. These 
attributes should be factors that affect the customers’ choice most. But 
what are these factors? How they are channeled to the customers? 
 
Furthermore, branding exists in goods industry, for example there are 
popular fashion brand and food brand. Service brand is not new in other 
industry like banking and finance. In real estate agency industry, service 
brands do exist. When the customers heard of a service brand, they will 
immediately have a perception on the company and on the service as well. 
Service brand in fact serves to making intangible service tangible. It offers 
the real estate agency a market position. There are lots of factors 
contributing to a brand. All the branding attributes contribute to 
different extent in a brand. Branding attributes like expertise, company 
reputation and price etc. channels the benefits to the customers. These 
benefits drive the customers’ decision. A brand gives meaning to an 
intangible service. Marketing tells the customers how customers should 
read the brand. But what are those branding attributes? How important 
they are to a brand? 
 
In this dissertation, issues regarding factors driving customers’ decisions, 
branding and promotion channels are addressed.  
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1.2 Aim and Objectives 
 
Aim: 
The aim of this dissertation is to investigate the attitude of real estate 
agency companies in Hong Kong towards marketing factors which drive 
the customers’ choice of service and attitude towards branding in light of 
service intangibility.  
 
Objectives: 
1. To identify the perceived important marketing factors which drives 
the customers’ choice of service  
2. To determine the relative importance of branding attributes 
identified 
3. To examine the promotion channels  in real estate agency industry 
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1.3 Research Methodology 
 
The methodology adopted for the dissertation was literature search, 
questionnaire and interview.  
 
Before data collection, literature search has been carried out in order to 
provide some background information on marketing, market positioning 
and marketing mix, marketing strategies, nature of service, branding 
strategy and promotional strategy. Books and journals have been the 
source of information and formed the foundation for designing the 
questionnaire. Information on marketing, branding strategy and 
promotional strategy were identified and incorporated in the 
questionnaire.  
 
Apart from literature search, questionnaire and interview were adopted 
for data collection. Questionnaires and interviews formed the source of 
information for the empirical study. Target group of the study was the 
real estate agency companies and especially those with a brand in Hong 
Kong. The author defined the branded real estate agency company as the 
company with a company logo.  
 
Two questionnaires had been set to collect information for the research. 
The first set was sent to all real estate agency companies identified from 
various sources and the second set was only sent to the company in 
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which they indicated that they had a logo in the first questionnaire. 
Invitation letters would be sent to these companies for a face-to-face or 
telephone interview. During the interview, closed end questions were 
being asked. But for the part where branding attributes was concerned, 
Analytical Hierarchy Process is adopted. Analytical Hierarchy Process 
with the use of computer package Expert Choice 11 Trial Version was 
adopted to find the ranking of various branding attributes. All the 
interviewees were engaging in senior managerial positions. Therefore it 
was believed that their understanding and knowledge on their company 
could increase the reliability of the information collected. 
 
For the first set of questionnaire, 150 sets had been sent and 67 were 
returned. 26 respondents of the first questionnaire fell into the target 
group of the second questionnaire. Therefore, 26 invitation letters were 
sent to invite them for an interview. 13 respondents agreed to participate 
in the interview, but 5 interviews stopped after completing the first few 
questions.  
 
Decimal scale point and weighting from Analytical Hierarchy Process 
would be used for analysis of data. Conclusion will then be drawn from 
the data collected.  
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1.4 Dissertation outline 
 
The dissertation is divided into six parts excluding the introduction 
section.  
 
In chapter two, literature review will be given. In the literature review, 
theory and ideas in marketing, service marketing, branding strategy and 
promotional channels will be discussed. Some basic ideas related to this 
dissertation are highlighted. Moreover, an overview on the Hong Kong 
real estate agency industry and categorization of the companies are 
presented.  
 
In chapter three, research design will be discussed. The research method 
and target group of the research will be introduced first. Method for data 
collection and analysis will then be explained.  
 
In chapter four, issues regarding the questionnaire will be discussed. 
Rationale in construction of questionnaires will be elaborated first. Then 
layout of the two questionnaires will be examined in details.   
 
In chapter five, research findings will be presented. Data collected from 
the two questionnaires will be analyzed and discussed in greater details. 
A summary of the findings will be given so as to give a clearer picture on 
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the research. Afterwards, findings will be discussed in general and some 
important points are highlighted.  
 
Finally, in chapter six, conclusion will be drawn. Moreover, the chapter 
will draw one’s attention to some key finding and conclusion. Limitations 
and recommendations on further investigation for the dissertation will be 
made.  
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Chapter 2 
Literature Review 
 
 
2.1 Introduction 
 
In order to provide background information for the dissertation, 
literature search has been conducted. For the purpose of the 
dissertation, marketing is being examined in great details.  
 
First definition and general procedures in marketing will be 
introduced. Two important steps in marketing: Market Positioning and 
Marketing mix will then be discussed. After identifying the market 
position and marketing mix, marketing strategy is required. Different 
types of marketing strategies will be introduced. After giving the 
general background of marketing, service marketing is explained.  
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The definition and understanding of service will first be discussed. In 
the same section, the generic difference of services and goods, 
intangibility, will be elaborated. It is believed that these marketing 
strategies are able to help to reduce the service intangibility. 
Marketing Strategy, no matter which kind, is able to perform the 
function. However, branding strategy is identified to be more suitable. 
Reason will be given.  
 
In the next section, definition of branding will be given. Followed by 
why we need to employ branding. Branding attributes will then be 
identified. A section on the promotion strategy will follow.  
 
After the discussion on the marketing theory, an overview of Hong 
Kong Real estate agency industry will be presented. The nature, 
characteristic and categorization of the real estate agency services will 
be examined in further details.  
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2.2 What is Marketing? 
 
Drucker (1973), a leading management thinker, believes business 
success is not determined by the producer but by the customer. 
Therefore marketing is an effective mean to communicate the products 
with the customer. 
 
Under keen competition nowadays, marketing has played an 
important role in maintaining and making more profitable business. 
There are some misconceptions on marketing. Some believe marketing 
is manipulative and unprofessional. Some believe marketing is and is 
only advertising and selling. It is not surprise for the people having 
that concept as everyday when we read newspaper, watch television, 
and receive direct mail which intended to sell something. However, 
there is general consensus among scholars that marketing is not only 
advertising and marketing though there are different points of view on 
the definition of it. 
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Kotler (1980) defines marketing as a human activity aiming at 
satisfying needs and wants through exchange process. It is a simple 
and general definition of marketing.  
 
In Kotler and Boom (1984), they offer a more detail definition on 
marketing:  
“Marketing is the analysis, planning, implementation, and control of 
carefully formulated programs designed to bring about voluntary 
exchanges of values with target markets for the purpose of achieving 
organizational objectives. It relies heavily on designing the 
organization’s offering in terms of target markets’ need and desires, 
and on using effective pricing, communication, and distribution to inform, 
motivate, and service the markets.”   
Sound marketing program with careful design of service and goods, 
creative pricing and effective distribution can achieve a profitable 
results. However, advertising and selling should be of minimal used.  
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According to the American Marketing Association (1985),  
“Marketing is the process of planning and executing the conception, 
pricing, promotion, and distribution of ideas, goods, and services to 
create exchanges that satisfying individual and organizational 
objectives.” 
The definition is base on the concept of exchange. Its aim is to 
improve the effectiveness of the process.  
 
Bartels (1986) defines marketing as 
“A process whereby society, to supply its consumption needs, evolves 
distributive systems composed of participants, who, interacting under 
constraints – technical (economical) and ethical (social) – creates the 
transactions of flow which resolve market separations and result in 
exchange and consumption.”  
Bartels (1986) further elaborates on the concept of exchange and try 
to consider other constraints which will affect the process – technical 
and ethical constraint. He views all the process composes by 
participants is subject to constraint and they are interacting under 
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constraints as well. Therefore marketing is a process that creates the 
maximum transaction under limited resources.  
 
Nevertheless Kurzbard and Soldow (1987) believe Bartels and Kotler 
have focused on what marketing is without defining what marketing is 
not. They argue that Bartels’ definition is to the primary interest of the 
economist. They found it confused for Kotler’s definition on marketing 
as it could be of interest to psychologists, to economists, biologists 
and perhaps linguists. As a result, they offer another definition:  
“Marketing is a mediated activity occurring within the economic sphere 
that employs strategies intentionally rendered and goal-directed 
towards the exchange of goods and services.”  
They claimed that their definition try to distinguish marketing from 
other mediated human behaviors. 
 
Payne (1993) provides an even more detail definition on marketing:  
“Marketing is a process of perceiving, understanding, stimulating and 
satisfying the needs of specially selected target markets by channeling 
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an organization’s resources to meet those needs. Marketing is thus a 
process of matching an organization’s resources to the needs of the 
market. Marketing is concerned with the dynamic interrelationship 
between a company’s products and services, the consumers’ wants and 
needs, and the activities of competitors.”  
Payne (1993) offers a definition which is specified on marketing and is 
also base on the concept of exchange and constraint. It is suggested 
that the success of a marketing programme depends primarily on the 
degree of match between the external environment and the 
organization’s internal capabilities. The marketing process can thus 
be characterized as a matching process.  
 
In Kotler, Haynes & Bloom (2002), definition of marketing is given as 
follow:  
“Marketing is a social and managerial process by which individuals 
and groups obtain what they need and want through the creating and 
exchanging of products/ services of value with others.”  
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It should be noted that marketing is a managerial process that 
manifests itself in carefully formulated programs designed to achieve 
desired response. Marketing is base on the needs, wants and 
demands of a chosen customer group. Moreover, the central of the 
definition of marketing is the concept of exchange, or act of obtaining 
a desired object or service from someone by offering something in 
return. Marketing also means the selection of target markets rather 
than an attempt to serve all markets and all needs. They believe that 
marketing is client oriented rather than seller oriented. Therefore long 
term success is found in providing satisfaction to the client that one 
wish to serve and develop a relationship with that group of customer. 
In other words, marketing is the implementation of an appropriate 
marketing strategy with an effective marketing mix and communicate 
the information to the target customer through a promotional strategy.  
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2.3 Marketing Mix  
 
Marketing has been defined as a process which individual and groups 
obtain what they need and want through a social and managerial 
process allowing creation and exchange of product/ services of value 
with each others. It is a process more than advertising and selling. 
McCarthy (1965) develops a two-step process of marketing strategy – 
selection of target market and development of a marketing mix, while 
Kotler (1995) summarizes the entire marketing management process 
into four stages. First is analyzing marketing opportunities. Second is 
selecting target markets. Third is developing the marketing mix and 
finally managing marketing effort.  
 
Kotler (1995) offers a company should first identify its own 
comparative advantages and process in market segmentation. After 
evaluating each market segment’s attractiveness and selecting one or 
more segments to enter, i.e. market targeting. The company must 
decide its position within a market segment. Adam, Armstrong, Brown 
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and Kotler (2004) think that a product’s position is the place the 
product occupies relative to competitors in consumers’ mind.  
“Marketing positioning is arranging for a product to occupy a clear, 
distinctive and desirable place relative to competing products in the 
minds of target consumers; formulating competitive position for a 
product and creating a detailed marketing mix.”  
Detailed marketing mix is necessary for effectiveness communication 
of message to the customer on the product.  
 
Armstrong and Kotler (1995) define marketing mix as a set of 
controllable marketing variables that the firm blends to produce the 
response it wants in the target market. The marketing mix consists of 
everything the firm can do to influence the demand for its product. An 
effective marketing program delivers value to consumers through a 
coordinated program which blends all the marketing mix elements. 
Marketing mix is a tactical tool for the company to establish strong 
positioning in target markets.  
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McCarthy (1965) develops 4 Ps in marketing mix. The four Ps are 
“product”, “promotion”, “place” and “price”. Katz (1988) adds one “S”, 
“Service” into the marketing mix. The “service” that Katz described is 
the activity which enhances the client’s expectation and enjoyment of 
the “Product” benefits. It is not the services that we defined as part of 
the product. 
 
Yet Lovelock, Patterson and Walker (2001) have another opinion on 
the marketing mix. They believed traditional four Ps of goods 
marketing are inadequate to describe the key tasks of a service 
marketer’s job. The coverage of the original four elements needs to be 
enhanced in order to reflect the time factor in service delivery. Hence 
one can refer to the third elements as “Place” and “Time”. Due to the 
generic differences between goods and services, which will be 
discussed in greater detail later, three additional elements in 
marketing strategy: People, Physical evidence and Process are added.  
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In Kotler, Hayes and Bloom (2002), 8 marketing mixes are devised: 
Personnel, Quality level, Branding Strategy, Process, Service Time, 
Waiting Time, Supporting Equipment and other customer. Personnel 
is actually one of the 4Ps – “People”, Service is “Product”, waiting time 
is “Process”, Supporting Equipment is “Physical Evidence”. As a result, 
the expanded marketing framework consists of 7Ps: Product, Price, 
Place, Promotion, People, Physical Evidence and Process.  
 
McCarthy (1965) claims that customer is not part of the marketing 
mix, though it is the centre of the mix. He argued that the marketing 
mix, i.e. 7Ps, consist of factors the company can control- the ones to 
be used in various combinations to satisfy the customer. As the 
customers are not under the control of the company, they are not 
included in the marketing mix. Moreover Lovelock, Patterson and 
Walker (2001) ague that “People” of the marketing mix includes the 
management of customer’s behaviour rather than the customer 
themselves. Therefore “people” does not refer to customer. However, 
Adam, Armstrong, Brown and Kotler (2004) view the issue from 
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another perspective. It is argued that the 4 basic Ps of marketing 
represent the seller’s view of the marketing tools available to influence 
customer. From a customer’s viewpoint, each marketing tool is 
designed to deliver a customer benefit. Lauterborn (1990) explains 4 
Ps from the customers’ point of view. “Product” is the customer’s 
needs and wants; “Price” is the cost to the customer, “Place” refers to 
convenience and “Promotion” is communication. Thus winning 
companies will be those that can meet customer needs economically 
and conveniently and with effective communication.  
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2.4 Marketing Positioning 
 
After identifying the comparative advantages of a company, a 
marketing mix is concluded. However it is not possible for the 
company to market all its comparative advantages. A company 
therefore needs to identify the most attractive parts of the market so 
that it can serve them effectively and produce the greatest profit. On 
the other hand, Kotler and Armstrong (2002) state that consumers are 
overloaded with information about product. They cannot evaluate 
product every time they make a buying decision. To simplify buying 
decision making, they organize products into categories – they 
position products, services and companies in their mind.  
“A product’s position is a complex set of perceptions, impressions and 
feelings that consumers hold for the product compared with competing 
products. The customers’ perception towards a product will be 
determined by the product’s position in the market and the producer’s 
marketing strategies.”  
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Lovelock, Patterson and Walker (2001) also agree that a position 
reflects how consumers compare a product’s performance on specific 
attributes with that of one or more competitors. Consumers’ brand 
choices reflect which brands are known and remembered, regarded 
and positioned in each customer’s mind.  
 
Furthermore Kotler and Bloom (1984) think the company has to 
develop a standing on the set of attributes considered most important 
to the clients in that segment. The organization has to undertake a 
competitive analysis to identify the positions of existing competitors as 
a prelude to decide on what should be done about its own position. 
Consequently market positioning is essential.  
 
Payne (1993) agrees that the concept of positioning stems from a 
consideration on how a company wishes its target customer to view its 
goods and services in relationship to those of its competitors and their 
actual, or perceived, needs. It is suggested that positioning is largely a 
communication issue dealing with the psychology of positioning an 
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existing product in the customers’ mind. It focuses on achieving a 
desirable position in the mind of the consumer and has to do with the 
product.  
Payne (1993) believes the purpose of positioning is to create a 
differentiation in the customer’s mind which distinguishes the 
company’s services from other competitor. It is important to establish 
a position of value form the good or service in the minds of the target 
market, i.e. it must be distinguishable by attributes which are critical 
in the customer’s purchase decision. Payne (1993) also suggests three 
important consideration concerning positioning. 
 
First, positioning is concerned with the identification, development 
and communication of a differentiated advantage which makes the 
organization’s products and services perceived as superior and 
distinctive to those of its competitors in the mind of its target 
customers. Second, it is concerned with differentiation and using it to 
advantageously fit the organization and its products or services, to a 
market segment. We can differentiate on the basis of subjective 
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criteria which involve image and communication, or objective criteria 
which involve differentiation in terms of other elements of the 
marketing mix including product, processes, people, customer service 
etc. Third, positioning is heavily dependent on a firm’s capability to 
effectively differentiate itself from competition by providing superior 
delivered value to its customers. Superior delivered value can be 
thought in terms of total value offered to a customer less the total cost 
to customer. Customers make buying decisions on the services based 
on superior delivered value in terms of an acceptable balance between 
cost, value and quality. Customers who are purchasing services buy 
what they need based on cost components, value-added components 
and quality components.  
  
Armstrong and Kotler (1993) identify 3 stages in market positioning. 
First, identify possible competitive advantages. Second, selecting the 
right competitive advantage and finally, communicating and delivering 
the chosen position. One can then position their products on specific 
product attributes. Both Payne (1993) and Armstrong and Kotler 
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(1993) agree that differentiation is an important criterion for market 
positioning. Kotler (1993) suggests four types of differentiation: 
Product, Services, Personnel and Image differentiations.  
 
In product differentiation, a company can differentiate a physical 
product on attributes as consistent, durable, reliable or repairable. In 
service differentiation, the company can differentiate the services that 
accompany the product. Some companies gain competitive advantage 
through speedy, reliable and careful delivery, while some through 
installation services and good customer training. Companies can gain 
a strong competitive advantage through personnel differentiation. 
Even when companies competing offer about the same goods and 
accompanying services, buyers may perceive a difference based on 
company or brand images. Thus companies work to establish images 
that differentiate them from competitors. A company or brand image 
should convey a singular and distinctive message that communicates 
the product’s major benefits and positioning.   
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Kotler, Haynes and Bloom (2002) give a more precise view on 
differentiation on professional services. The means of differentiation 
are: location, quality, special features, performance quality, 
technologies, price and personable manner of the employees. Kotler 
and Bloom (1984) suggests six attributes for professional services: 
personnel, quality level, service time, waiting time, supporting 
equipment and packaging and labeling. Payne (1993) believes perceive 
quality depends more on reliability, responsiveness, assurance and 
empathy than on tangibles. That means service marketers should give 
increase attention to how they can differentiate the product surround 
and enlarge it. But Regis (1991) advocates the quality is 
communicated to the market through experience. And the 
communication most valuable in establishing a qualitative position is 
in the service experience. Customer loyalty begins with an experience. 
 
Both Payne (1993) and Kotler, Haynes and Bloom (2002) share the 
same view on the features in selecting the competitive advantages for 
marketing. The distinguishing characteristics must be important and 
 28
 
Chapter 2 – Literature Review  
 
 
distinct from other offerings. It should be simple and strong which 
make competitors difficult to copy and easy to communicate and 
afforded by the company to market. Finally it must be profitable to 
introduce the difference.  
 
After selecting the right competitive advantages, according to 
Armstrong and Kotler (1993), it is vital to ensure effective 
communication and delivery of the chosen position to the market. All 
the company’s marketing mix efforts must support the positioning 
strategy and to be effectively communicate with the public using 
appropriate promotional strategy.  
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2.5 Marketing strategies 
 
After the selection of appropriate marketing mix and position, it is 
necessary to have an introduction on various kinds of strategies 
employed in marketing. It is necessary to employ a marketing strategy 
to achieve the objectives and to communicate with the public. Due to 
time constraint and for the purpose of the dissertation, only 4 
marketing strategies identified from literature search will be discussed. 
The four marketing strategies are pricing, channel, product and 
branding strategy. Either one marketing strategy or a combination of 
all can be adopted in marketing. 
 
2.5.1 Pricing Strategy 
 
Pricing decision is one of the most important decisions that the 
marketing executive has to deal with. Price will affect the quantity of 
product demanded, the quantity transacted, the profit of the company, 
and the strategic position of the product in the market.  
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In Doods, Monroe and Grewal (1991), they mention Zeithaml and 
Scitovszky’s opinion on price. Zeithaml agrees that price is one of the 
cues that influence perceptions of quality and value, and hence 
willingness to buy. Scitovszky believes that price and quality are 
closely related. Consumer would naturally use price as an indicator of 
quality. Higher price lead to higher perceived quality and consequently 
a greater willingness to buy.  
 
Price is especially important for service. Carson and Ruston (1989) 
suggest that 
“Customer perceives a stronger relationship between price and quality 
for services than that for goods. This, together with the difficulties 
encountered by customers in the evaluation of services, suggested a 
greater emphasis and reliance on price as an indicator of quality. Hence 
it becomes crucial that service prices are set appropriately.” 
Therefore, appropriate pricing strategy is crucial in attracting and 
keeping consumers.  
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In tradition pricing decision, cost has an important role. Cost here 
refers to the production cost of the product. For example 
manufacturing cost, marketing cost, transportation cost and mark up 
as well.  
 
However such cost base approach has been criticized by Christopher 
and McDonald (1995). They argue that cost based pricing approach is 
not appropriate as it is difficult to calculate the real cost of the 
product. Moreover, this approach ignores the demand sensitivity of 
the market. The customer is not interested in the cost of production. 
Instead they are only interested in their own cost and benefits. Adam, 
Armstrong, Brown and Kotler (2004) highlight that customer buy 
benefits. In order to acquire those benefits, the customer is prepared 
to pay a certain price. Price decision is therefore base on the 
identification of value of benefits inherent in the product from the 
customer’s perspective. Christopher and McDonald (1995) therefore 
conclude that cost determine profits rather than price. Pricing 
decision must reflect competitive positioning and the customer’s 
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perception of any differential values that are embodied in competitive 
offerings. Appropriate pricing strategy has to be employed for different 
market. A penetration strategy, i.e. relatively low price strategy, can be 
a route to early gain in market share. Alternatively, skimming strategy, 
i.e. relatively high price, can be employed to skim the maximum 
revenue from the segments. Ultimately, however, neither a skimming 
nor penetration policy will lead to a position of substantial market 
leadership unless the benefit price ratio is maintained at a higher level 
than that of the competition. The favorite ratio relies on a total focus 
of marketing mix upon differentiation whilst managing the operations 
of the business to provide a cost advantage. 
 
2.5.2 Channel Strategy 
 
Lancaster and Reynolds (1998) believe correct choice of channels can 
add significant value to the product. In fact, the “place” in 7Ps refers 
to channels of distribution and physical distribution.  
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Christopher and McDonald (1995) propose that the purpose of 
channel strategy is to reach the customer in the most appropriate way. 
Adam, Armstrong, Brown and Kotler (2004) define marketing channel 
as: 
“A set of interdependent organizations involved in the process of 
making a product or service available to users.”  
All organizations involved in the channel are connected by several 
kinds of flows. These include the product flow of goods and services, 
payment flow, information flow and promotion flow. The concept of 
marketing channel is more commonly used in the goods sector. 
However, service providers can also make their production available to 
target population by employing channel strategy. For example, the 
location of the service provision company is essential to serve the 
people around.  
 
Ferrell and Hartline (2005) add that channel strategy also depends on 
logistic strategies. It tries to make sure that products are available in 
the right place, in the right amount, at the right moment and should 
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be cost effective. Proper channeling strategy can ensure an increase in 
contact efficiency by reducing the number of contacts required to 
exchange products.  
 
2.5.3 Product strategy 
 
Christopher and McDonald (1995) looked product strategy as an 
operation by offering more than one product or services to the market 
place. It has a portfolio of products or services. A successful product 
strategy is base on a balance portfolio that includes both established 
and new product.  
 
Ferrell and Hartline (2005) claim product strategy is at the core of 
marketing strategy.  
“It involves thinking about products as bundles of physical (tangible), 
service (intangible), and symbolic (perceptual) attributes designed to 
satisfy customers’ needs and wants.”  
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A firm’s product offering consists of three parts: the core product, 
supplemental products and symbolic attributes. The core product is 
the part which delivers the core benefit desired by customers. It must 
be sufficient to meet the customers’ needs. Supplemental products are 
goods and services that add value to the core product, thereby 
differentiating the core product from competing product offerings. 
Symbolic attributes can be used to differentiate products.  
 
It is argued that good product strategy focuses on all elements rather 
than the product itself. But it seems to the author that the product 
that Ferrell and Hartline (2005) are referring to is nearer to the 
“goods” in stead of “service”. 
 
Two important product strategies mentioned by Ferrell and Hartline 
(2005) are concerning about product lines and product mixes. The 
width of product mix and depth of product line have to be decided. A 
company needs to decide the number of product line offer and the 
assortment. Each brand in the assortment can be used to fulfill 
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different customer needs. Appropriate decisions regarding these two 
issues can be used to capitalize on the strength and reputation of the 
firm and to offer a deep assortment of products in a specific line. 
Moreover new products are also the key to sustain growth and profits.  
 
2.5.4 Branding 
 
Branding is one kind of marketing strategy. From the name of it, it is 
learnt that branding tries to incorporate the brand into marketing 
strategy. The brand is the result of a coherent marketing approach 
which uses all elements of the marketing mix. One may (e.g. 
Christopher and McDonald (1995)) treat branding as a separate 
marketing strategy; one may (e.g.Ferrell and Hartline (2005)) put 
branding strategy under product strategy; one may (e.g. Adam, A., 
Armstrong, G., Brown L. and Kotler, P. (2004)) believes branding is 
only part of the product features. However, for the purpose of this 
dissertation, branding is regarding as a separate marketing strategy. 
The focus of a branding strategy defined in this dissertation is on the 
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development of a service brand. Although during this process many 
other marketing strategies are adopted at the same time, it is 
reminded that the target will not deviate from developing a brand.  
 
Brands are mute. The brands gives them meaning and purpose, 
telling us how a product should be read. Branding strategy aiming at 
establishing a brand which provides a collective perception on the 
perceived quality and attributes associated with the products. Details 
will be discussed later in this chapter.  
 
All marketing strategies can be used in mix. It is only that different 
strategies may be implemented at the same time or in different stages 
to achieve the companies’ marketing objectives to the greatest extent.  
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2.6 What is Services? 
 
After discussing the nature and process in marketing, one 
fundamental issue has to be addressed: What is a product? What is 
the generic difference between products, goods and services? 
 
Product is a crucial component in marketing. Products are systems of 
attributes, which include features, functions and benefits. The 
underlying nature of these systems is that a feature permits a 
function which provides a benefit.  
 
Armstrong and Kotler (2002) introduce product as: 
“anything that can be offered to a market for attention, acquisition, use, 
or consumption that might satisfy a want or need. It includes physical 
objects, services, persons, places, organizations and ideas.” 
Therefore goods and services are two different types of product. They 
define services as any activity or benefits that one party can offer to 
another that are essentially intangible and do not result in the 
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ownership of anything. Goods are physical objects offer to customers. 
For the purpose of this dissertation, the product definition of 
Armstrong and Kotler (2002) will be adopted.   
 
According to Payne (1993), a service is an activity which has some 
elements of intangibility associated with it. It involves some 
interactions with customers and does not result in transfer of 
ownership. There are four characteristics of service: intangibility, 
heterogeneity, inseparability and perishability. Services are intangible, 
non-standard and highly variable, with production and consumption 
occurred at the same time and are not possible to be stored in 
inventory.  
 
Kotler, Haynes and Bloom (2002) give a description on the difference 
in the buying process of goods and services. Before buying a good, a 
customer can assess what he or she is buying. However, services are 
produced and consumed at the same time, so it is difficult for the 
customer to evaluate. For the same reason, customer are involving 
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and observing the entire process. Therefore, they point out that the 
criterion for service satisfaction is different from goods. 
 
In addition to the intangible nature of services and non-transferal of 
ownership, Lovelock, Patterson and Walker (2001) elaborate that:   
“Services are economic activities that provide time, place and form 
utility, while bringing about a change in, or for, the recipient of services. 
Services also deliver help, utility or care, an experience, information or 
other intellectual content- and the majority of the value is intangible 
rather than residing in any intangible object. Services is something that 
may be bought and sold but cannot be dropped on your foot.”  
The concept on the difference between goods and services is generally 
agreed. The generic difference between goods and services: 
intangibility, heterogeneity, perishability and simultaneity of 
production and consumption are accepted. However, Ruston and 
Carson (1989) postulate that intangibility is the most important factor 
in differentiating goods from services. They believe product based on 
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goods tend to have more tangible characteristics whereas product with 
a service as their core tend to be more intangible.  
 
Ruston and Carson (1989) also argue that there is less agreement on 
the way in which goods and services differ. The extents to which these 
differences are relevant and significant from a marketing perspective 
are debatable. They summarize three schools on this issue. The first 
school believes that service marketing is very special because the very 
nature of services means that most normal marketing practices are 
not directly applicable. A different management approach is needed 
for services marketing. A Second school believes most marketing is 
situation-specific and determined by particular characteristics of an 
industry. Hence only limited generalization is possible about 
marketing of goods and services. A third school argues that service 
marketing is simply one application of the basic marketing principles. 
They believe the intangibility nature of service does have a profound 
effect on services marketing. Therefore most normal marketing 
principles are not directly applicable.  
 42
 
Chapter 2 – Literature Review  
 
 
Lovelock, Patterson and Walker (2001) believe that services are 
generically different from goods, so traditional marketing principles 
may not be applicable to all situation and industry.  
 
Ferrell and Hartline (2005) summarize the resulting marketing 
challenges due to the unique features of services. First, service 
intangibility makes it difficult for customer to evaluate quality and as 
a result, it will be difficult for service price to be set. Second, service 
perishability makes unused service capacity to be lost and hence 
decision regarding supply of services has to be made carefully. 
Moreover service demand is place and time sensitive. As a result it is 
very difficult to balance supply and demand. Third, service 
heterogeneity makes service quality varies across people, time, place 
etc. Therefore, it is difficult to deliver good service consistently. Forth, 
simultaneous product and consumption increase the chance for other 
customers to affect the service outcomes which make service employee 
critical to service delivery.   
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Carson and Rushton (1989) specifically point out the impact of service 
intangibility on marketing. They argue that service intangibility is the 
most important feature to distinguish goods from products. Hence one 
of the objectives of marketing service is to reduce the intangibility of 
service so the customer can feel and compare the service with other 
providers. They give a detailed discussion on the implication of 
intangibility of services on the Ps. First it is desire to provide tangible 
proxy for the intangible whenever possible. Second intangibility also 
implies a value on the services such as price, skill, expertise and price. 
These are in fact important attributes for the customers to evaluate on 
the service. Third a service has no physical appearance itself and so 
relies heavily on promotional activity and material to provide image. 
Therefore service promotion is closely associated with making tangible 
the intangible. The promotion of services needs to aim to spread, as 
well we to create, demand.  
 
Services intangibility especially affects the “people” in marketing mix. 
In the absence of clues from tangible product, service personnel are 
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important. The customer will form an impression of the organization 
from the behavior and attitudes of the staff. Adam, Armstrong, Brown 
and Kotler (2004) argue that “people” are particularly important in 
marketing services due to the intangibility nature of services. Lovelock, 
Patterson and Walker (2001) explain service intangibility make sale of 
services heavily rely on personnel. Interactions between personnel or 
employee with the customer strongly influence the customer’s 
perception on service quality. They write  
“It has been said that the person delivering the service is the services – 
that is, customer assessment of quality are often based largely on how 
they assess the person with whom they are dealing. Therefore, the 
difference between two service businesses often lies in the quality of 
the employees who deliver the service.”  
As such, people are part of the services. They are inseparable from 
service as a trusting relationship between client and service provider 
sometimes develops a large extent. The trusting relationship developed 
is essential in gaining customer satisfaction and loyalty. Managing 
these relationships is necessary to create a mutually satisfactory 
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experience. Person delivering the service are therefore of strategic 
importance to delivering high quality services.  
 
Another ‘P’ being affected is “physical evidence”. Adam, Armstrong, 
Brown and Kotler (2004) describe physical evidence as assistance in 
deciding which criteria to use in judging the service. Lovelock, 
Patterson and Walker (2001) also agree that physical surroundings 
and other visible cues can have a profound effect on the impressions 
customers form about the quality of the service they received. Physical 
Evidence may include the layout of the service facility, seating comfort 
and appearance of staff.  
 
Lovelock, Patterson and Walker (2001) continue to debate on the 
service intangibility. Due to the intangible and experiential nature of 
many services, an explicit positioning strategy is valuable in helping 
prospective customers to get a mental “fix” on an offering that might 
otherwise be amorphous.  
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Service is basically different from product. Its intangible nature give 
service marketers a lot challenges. Direct implementation of 
traditional marketing strategy may not be possible. One basic 
objective of the marketing service is to reduce its intangibility.  
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2.7 Service Marketing Strategy 
 
Service is intangible. Therefore, marketing takes an important role in 
reducing its intangibility. Appropriate marketing strategies are 
therefore crucial in performing this function.  
 
Ferrell and Hartline (2005) state the implication of service features on 
marketing strategies. They admit that 
“It is more challenging in marketing tangibles goods because services 
are intangible.”  
Therefore special attention has to pay in adopting marketing strategy 
for service. Some sort of ‘modifications” have to be included in 
marketing service.  
  
Concerning the pricing strategy, because service does not have clearly 
defined units of measurement, prices are hard to justify. Therefore, 
price is a key issue in marketing mix for services because it is used to 
denote the quality in advance of the purchase experience.  
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As customers cannot take the physical possession of a service, it is 
impossible to distribute service in traditional sense. Channels should 
be developed in order to provide convenient manner and locations to 
the customers.  
 
For product strategy, it is essential for the service provider to develop 
and explain a need for the service, develops trust with customers, 
offers guarantees and maintain a consistent quality. 
 
Instead of pricing, channel and product strategy, branding strategy is 
suggested. Carson and Ruston (1989) offer that: 
“A service has no physical appearance itself and so relies heavily on 
promotional activity and material to provide image. It is usually base on 
creating an appropriate image for provider of service…. This image can 
be viewed as brand image of the company.” 
Branding is very suitable for marketing service due to the intangible 
nature of service. Branding can therefore provide a mean to make 
intangible characteristics tangible to the customer.  
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Keller (1998) also notes that branding is particularly important to 
services firms to address potential intangibility and variability 
problems. Brands can help to identify and provide meaning to 
different services provided by a firm. Branding has become especially 
important in services to help organize and label the myriad of new 
offerings in a manner that consumers can understand. The right 
awareness and image can be invaluable in the manner by which 
people treat the company and interpret the company’s words and 
actions. Furthermore, the advantages of service branding in Murphy 
(1987): 
“…unique combination of service elements and attributes, i.e. service 
brand, can set a company from competition. Branding, therefore, has an 
ability to represent the multiples qualities in a single name which offers 
a marketing tool of unparalleled potential to the service sector.”  
There are in fact two different brands: corporate brand and product 
brand. Corporate brand is a brand established for the corporate, while 
product brand is established for a particular service. However, in this 
dissertation, brands refer to the corporate brand. 
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Branding is therefore critical in service differentiation and in reducing 
the service intangibility. It is a key strategy used by marketers to 
differentiate a service from competition. 
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2.8 What is Branding? 
 
As mentioned, branding is a kind of marketing strategy which is 
suitable for service marketing due to intangible nature of it. 
Chernatory and McDonald (1992) agree that branding can make 
intangible service tangible and to provide the customer a well 
reference point. But what is branding? What a brand exactly is? Why 
is it able to serve this purpose? In this section, nature of branding will 
be examined in details. 
 
The brand is the result of a coherent marketing approach which uses 
all elements of the marketing mix. According to the American 
Marketing Association,  
“A brand is a ‘name, term, sign, symbol, or design or a combination of 
them intended to identify the goods and services of one seller or group 
of sellers and to differentiate them from those of competition.”  
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Thus the key to create a brand, according to this definition, is to 
choose a name, logo, symbol, package design, or other attribute that 
identifies a product and distinguishes it from others.  
 
Marketing guru Alvin Achenbaum puts it this way:  
“More specifically, what distinguishes a brand from its unbranded 
commodity counterpart and gives it equity is the sum total of 
consumers’ perceptions and feelings about the product’s attributes and 
how they perform, about the brand name and what it stands for, and 
about the company associated with the brand.”  
A branded product may be a physical good, a service, a store, a place, 
an organization or an idea. A brand is a product, but one adds other 
dimensions to differentiate it in some way from other products 
designed to satisfy the same need. These differences, related to 
product performance of the brand, may be rational and tangible while 
related to what the brand represents, may be symbolic, emotional, 
and intangible. It matches with Brymer’s suggestion cited in Clifton 
(2003). Brymer suggests that branding is the process for product 
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differentiation. A brand therefore provides a perceived position in the 
perceptual product attributes space. It is the market position 
mentioned in previous section that a brand aiming to achieve.  
 
But the idea suggested by Christopher and McDonald (1995) may not 
be in line with the above discussion. They suggest that a product 
consist of three main elements: the core product, service surround 
and the intangible surround. They believe brand name is the 
intangible surround. However, a brand is actually consists of a 
package of things though some may focus on the intangible attributes. 
What the customer perceived a brand is, in fact, composed of the core 
service, the associated service and the intangible surround. Therefore, 
the brand described in this dissertation should refer to a collection of 
perceptions in the mind of customers, instead of just being part of the 
intangible surround.  
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In J. N. Kapferer (2004), J. Moore recognizes a brand as aspects that 
the consumer attributes to, beyond its tangible features. While John 
Murphy put it 
“Creating a successful brand entails blending various elements together 
in a unique way- the product or service has to be of high quality and 
appropriate to consumer needs, the brand name must be appealing and 
in tune with the consumer’s perception of the product, the packaging, 
promotion, pricing and all other elements must similarly meet the tests 
of appropriateness, appeal and differentiation.”  
By creating perceived difference among products through branding 
and developing loyal consumer franchises, marketers create value, 
which can translate into financial profits for the firm.  
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2.9 Why Branding? 
 
Branding is of value to consumers. Consumers are loaded with 
product information. Brands can provide a shorthand device or means 
of simplification for their product decision according to Keller (1998). 
Lehmann and Pann (1993) consider consumer simplify information 
process by forming subjective judgment or beliefs about brand. Keller 
(1998) specifically points out that consumer may organize their 
product category knowledge in terms of the price and value. Thus, 
when they evaluate their branding choice, they will make decision 
base on these product category.  
 
Kapferer (2004) put forward that all choices are comparative. Brands 
can express the tangible and intangible characteristic of the product. 
Positioning is competitive: when it comes to brands, customers make 
a choice, but with products, they make a comparison. Products can 
increase customer choice, but brand can simply reduce it. Brands, as 
a result, play an especially significant role in signaling certain product 
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characteristic to consumers which simply the decision making process. 
It can also reduce risks in product decision.  
 
On the other hand, of course, firms benefits from branding. Chartered 
Institute of Marketing proposes that 
“A brand allows certain level of differentiation which gets maximum 
number of prospects for the minimum expenditure.”  
A. Perry and D. Wisnom III (2003) also think a brand can create a 
preference and command a premium. Second, Knapp (2000) believes 
fundamentally branding strategy is easily applicable to services. It is 
because there is no need to consider the difference between goods and 
services in applying branding strategy. It may be because branding 
strategy able to assist in dealing with the intangibility nature of 
services. As a result, service is being seen as a good in which branding 
can be applied. Third, brand can attract new customers and retain old 
customers. In Murphy (1987), Leahy proposes  
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“Branding can ensure that consumers develop a loyalty for a product 
regardless of outlet or competition, ideally to the point where the 
consumer buyers the brand but not the product.”  
Forth, brands do not simply attract new customers, but as it can 
signal a certain level of quality, a greater customer loyalty can be 
gained. As a perceived position of the brand is established, the 
company will be less vulnerable to competitive marketing actions. It is 
a powerful tool to secure competitive advantage. Fifth, in Dodds, 
Monroe and Grewal (1991), they echo the idea of Krishnan. Krishnan 
supports the idea that a brand name can enhance the influence of 
price on quality perceptions. Given the same price of two products, 
the branded one will be perceived by the consumers with higher 
quality. Higher price being charged by the branded product may be 
treated as worthy among customers as they trust the brand and 
perceive the product will be of higher quality. Sixth, Keller (1998), 
besides, argues branding can increase marketing communication 
effectiveness. With clearly perceived position of the brand, promotion 
can assist in further amplifying the effect.  
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In marketing term, branding is actually one of the marketing 
strategies which try to differentiate the service provided by one 
company from other competitors. It tries to sum all the differentiated 
attributes in to one term: the brand. No wonder in Clifton (2003), 
Brymer sees 
“If differentiation is the goal, branding is the process.” 
Differentiation of services depends on market position and marketing 
mix. It is a process in marketing which establish a market position for 
the service by mixing the right marketing attributes and communicate 
the brand, instead of the service, with the customers. Armstrong and 
Kotler (2002) claim that 
“A company or brand image should convey message that communicates 
the product’s major benefits and positioning. Brand image is highly 
associated with market positioning and marketing attributes.”  
Kotler, Haynes and Bloom (2002) highlight a point that the firm must 
carefully communicate its identity and purpose in a manner that is 
consistent with its intended position in the market place, i.e. market 
positioning. At the same time, marketing position depends on 
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marketing attributes in marketing mix. Therefore, branding as a 
marketing strategy has first, to identify the intended market position 
and then, use appropriate marketing attributes to ‘persuade’ the 
customers to perceive the services as in the intended position.  
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2.10 Branding attributes 
 
Brand, according to Adam, Armstrong, Brown and Kotler (2004), can 
deliver 4 levels of meaning: attributes, benefits, values and personality. 
A brand first brings to mind certain product attributes in which 
customer can get a general perception on the service brand. It also 
gives customers the benefits they expect. A brand may mean a value if 
quantify, for example price. Some customers may perceive the 
employment of some brands as a reflectance of a personal character. 
Hence, a brand can have its personality. But for the purpose of this 
dissertation, only the level of attribute will be discussed.  
 
Different scholars have different opinions towards attributes that 
embraced in branding. For example Murphy (1987) cited Taylor’s idea. 
Taylor believes branding attributes are quality, consistency, 
availability and pricing, while Knapp (2000) identifies 7 distinctive 
brand attributes: expertise, quality, personalized, service, guarantee, 
place and design. Customer services is agreed to be important 
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attributes by Berry (2000), Woodward cited in Cowley (1991) and 
Brymer cited in Clifton (2003). In Aaker and Biel (ed.) (1993), Batre, 
Lehmann and Singh suggest reputation is also an important branding 
attributes. Reputation is perceived as how well do the customers know 
about a company. In Low and Kee (1994), they identify reliability and 
commitment, reputation and creativity also. As mentioned previously, 
7Ps (Product, Price, Place, Promotion, People, Physical Evidence and 
Process) are important marketing attributes in marketing mix. They 
are also important branding attributes. The branding attributes will 
be communicated to the customers through series promotional 
strategies.  
 
In summary, there are 13 branding attributes identified. They are 
quality level, price, company history, company reputation, 
personalized service, experience, reliability and commitment, creativity, 
technology, location, good customer services, expertise and 
responsiveness. Due to time and resources constraint, the branding 
attributes identified are not the exhaust list. 
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For the purpose of this dissertation, branding is regarded as an 
individual marketing strategy, it can be and is in fact integrated into 
other supporting marketing strategy in real world application. In 
Keller (1998), integration of branding with product, price and channel 
strategy have been made. Product strategy is important in embodying 
the benefits of the product and then communicates with the 
consumers. The embodied benefits are in fact the perceived quality of 
products. Perceived quality is particularly important brand association 
that often drives customer decisions. Moreover, price premium is one 
of the most important benefits of creating brand awareness and 
unique brand association. The pricing strategy, hence, create 
association in consumers’ minds to relevant price level in the category. 
Direct and indirect channels in channel strategy are both applicable 
for branding.  
 
In conclusion, it is reiterated that branding may not be the only 
marketing strategy being adopted by service company. However, even 
if it is, it does not mean that other marketing strategies are not being 
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used. Other marketing strategies may just be incorporated or 
integrated in the branding strategy in order to establish a brand. A 
successful brand needs to fully integrate with pricing, channels, 
product and promotion strategy. Without the support of other 
strategies, branding strategy alone could not achieve the company 
objectives.  
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2.11 Promotion Strategies 
 
After deciding the marketing strategies and attributes, it is necessary 
to communicate the message with the public so as to persuade the 
customers to employ the company services. Therefore, promotion 
strategies or communication strategies are adopted for the purpose.  
 
According to Kolter, Haynes and Bloom (2002), the main functions of 
promotion strategy are first, to maintain or enhance the image of the 
firm. Second it helps to gain client loyalty and support. Third, it 
attracts new clients. Forth, it provides information about the 
company’s service.  
 
Promotion strategy is a communication process in fact. It tries to 
influence, inform and remind the customers in their decision making 
process on employment of services. Influence typically involved 
persuasion. This requires the preparation and transmitted of specific 
messages. Messages must be encoded by the marketer, communicated 
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through media, and decoded by the received. At each stage, 
considerable noise can be introduced into the communication process, 
such that the accumulated effect of the received message is very 
different from what is intended.  
 
There are two channels of communication: Personal and non personal 
communication. In personal communication channels, people 
communicate directly with each other. It may be face-to-face, over the 
telephone, or through email. Examples are direct sale and cold calling.  
 
In non-personal communication channels, media are employed to 
carry message without personal contact or feedback. Examples are 
newspaper, magazines, billboards, event, internet and direct mail. 
Under this channel, according to Kolter, Brown, Adam and Armstrong 
(2004), mass communication and targeted communication are 
identified. Mass communication is the use of mass media such as 
television and radio, while targeted communication is the use of 
tailored message to suit various market segments.  
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In Kolter, Haynes and Bloom (2002), five elements in communication 
mix are recognized.  
 
First is personal selling. It is a personal presentation for the purpose 
of marketing sales and building relationships by the company’s 
representative. It is costly but is capable to build long term 
relationship with customers.  
 
Second is advertising. It is defined as any paid form of non-personal 
promotion of services. Magazines, newspaper and internet are among 
the media used. Kolter, Brown, Adam and Armstrong (2004) believe it 
is expressive and can build long term relations. But this 
asynchronous communication is costly and impersonal. It may not be 
an effective means to communicate with the target customers.  
 
Third is direct marketing. It is a direct communication with targeted 
individual clients to obtain immediate response. Mail, telephone, fax, 
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and email are among the tools used.  It is costly but can effective and 
persuasively communicate with the target customer. 
 
Forth is sales promotion. It is a short term incentives to encourage the 
employment of the services. It can include anything from discounts to 
offers of extra services. This channel can attract consumer’s quick 
response. It offers short term incentives to encourage employment of 
services. However, it is short lived and is not effective in building long 
run brand preference. It will decrease brand loyalty and quality 
perceptions. New customer may be attracted to the brand because of 
the promotion but not the brand. Consequently, repeated buying is 
less likely to occur.  
 
Fifth is public relation. It is a construction of good relations with the 
company’s various publics by obtaining favorable publicity or building 
a good corporate image. Companies can also improve public goodwill 
by contributing money and time to community service activities. 
Public relation is more real and believable which can help to develop a 
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long term relations with customer by reinforcing the company’s image 
in their mind.  
 
It is reminded that communication channels is the way or channels in 
which the customers are able to perceived the company’s services. It 
tends to influence the customers’ choice. It is one of the important 
steps in marketing process. Messages conveyed in various channels 
should be reliable and committed. The intangible and variable nature 
of service makes it necessary for promotional channels to reduce the 
intangibility and variability.  
 
Moreover, the promotion or communication channels identified are 
not the exhaust list. But all these promotion channels are frequently 
adopted by the real estate agency.  
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2.12 An overview of Hong Kong Real Estate 
Agency  
 
Real estate agency is a competitive industry. Agents have to compete 
for both the supply and demand of properties. Therefore marketing is 
essential in this competitive real estate agency sector for the company 
to stand out from numerous competitors.  
 
Under Estate Agents Ordinance Chapter 511 section 2, estate agent is 
interpreted as 
“Estate agent" (地產代理), subject to subsection (3), means a person who 
in the course of a business (whether or not he carries on that or any 
other business) does estate agency work; 
, while estate agency work is interpreted as 
Estate agency work" (地產代理工作), subject to subsection (3), means 
any work done in the course of business for a client-  
(a) being work done in relation to the introduction to the client of a third 
person who wishes to acquire or dispose of a property, or to the 
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negotiation for the acquisition or disposition of a property by the client; 
or 
(b) being work done, after the introduction in the course of that business 
to the client of a third person who wishes to acquire or dispose of a 
property or the negotiation in the course of that business for the 
acquisition or disposition of a property by the client, in relation to the 
acquisition or disposition, as the case may be, of the property by the 
client;” 
Estate Agents Authority interprets the Ordinance in this way: 
“Generally speaking, a relationship known as agency arises whenever 
a person called "the agent" has express or implied authority to act on 
behalf of another called "the principal" and consents so to act.” 
Agency is used to describe the situation a person is appointed to 
create binding contractual relationship between the principal and a 
third party. An agent enters into a binding contract when a third party 
and expressly states that he is acting for and on behalf of a principal. 
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Work done by estate agency is not limited to marketing of a property, 
introducing a client, arranging viewing of a property, negotiating terms, 
arranging signing of Sales and Purchase Agreement and explaining 
the terms in the agreement etc. In general, real estate agents’ work is 
a kind of service provision.  
 
Real estate agency requires lots interactions between the agents and 
the clients. Agents in Hong Kong are usually acting on behalf of the 
vendor and the purchaser at the same time. Therefore, conflict of 
interest is likely to occur. Therefore, it is necessary to maintain the 
standard and ethic of agents. In Hong Kong, Estate Agents Authority 
is responsible for that.  
 
In Tse, Man and Chang (2003), they give a brief history on the real 
estate agents development. In 1981, there was only 395 estate agency 
firms established. But in 2003, 1496 estate agency were established 
and 13409 people are involved in this industry. With the increase in 
number of transaction and the amount of money involved, there was a 
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demand on the monitoring of estate agents. On 21st May 1997, the 
Estate Agents Ordinance was passed by the Legislative council. Estate 
Agents Authority was established as a statutory body to monitor the 
working standard of estate agents. On 18th November 1998, the 
Estate Agents (Licensing) Regulation was passed in the Legislative 
Council. The licensing system was introduced on 1st January 1999. 
Estate Agents and salespersons who practice estate agent work are 
required to obtain a license from the Estate Agents Authority. It is an 
offence for anyone to practice estate agency work without a license. 
Practice directions were also published to provide guidance and 
direction to practitioners in the conduct of estate agency work.  
 
It is the fact that estate agencies are acting as a middlemen between 
vendor and purchaser. As a result, estate agencies relied on purchaser 
or leaser to buy or lease the properties and hence they can receive 
commission. It is equally important that the estate agents have to rely 
on vendor and lessee to supply the stock. Property supplier may refer 
to developers or property owners.  Therefore it is equally importance 
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for the estate agents to have favorable positions in both the mind of 
purchase and leaser or vendor and lessee. Without either sufficient 
supply or demand, it is not possible for the estate agents to gain a 
market share. As mentioned previously, to gain a market position, it is 
necessary to have a proper marketing mix and promotion strategy. 
However, as the industry is so competitive, some agents may post 
misleading advertisement in order to attract customers. Estate Agents 
Authority tried to publish some guidelines to deal with this problem.  
In Compliance guide for Estate Agency Work published by Estate 
Agents Authority, they have some guidelines concerning advertising of 
Estate Agents. Advertising of property available for sale or lease is 
common for estate agents disregard it is in any form or channels. 
However the Estate Agents Authority suggested that advertising 
should satisfy the following requirements:  
a) To give clear identification of the agency on company documents/ 
advertisement  
b) NOT to issue an advertisement relating to his estate agency 
business which includes any false or misleading statement  
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c) To obtain a vendor's written consent before issuing any 
advertisement in respect of his property  
d) To advertise prices/rental according to client's instructions  
e) If property is to be sub-let, to clearly say so in the advertisement  
f) To remove all advertisements as soon as is practicable after the 
property concerned is no longer available for sale or purchase or 
leasing, or the relevant estate agency agreement is terminated, 
whichever is the earlier  
g) The same requirements (except for (c) above) apply to a sub-listing 
agent, who must be duly authorized  
These requirements try to ensure that accurate advertisement to be 
posted in whatever media which can assist in maintaining the 
standard of the estate agency practice. To cope with the advancement 
in technology, the Authority also addresses the issue concerning 
internet advertising. It requires advertising on the Internet to comply 
with the same requirements as in other media. 
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2.12.1 Categorization of real estate agency 
companies 
 
Till January 2005, there are 8827 licensed individual estate agents 
and 1041 licensed companies limited. They are of different size. Some 
may be solely own and have only one shop, while some may have over 
a few hundreds employee and over 10 branches. For the purpose of 
this dissertation, it is necessary to categorize the companies according 
to their scale.  
 
In measuring the scale of the company, one may consider many 
criteria. For example total employment, turnover, floor area etc. For 
the best categorization, it is necessary to calculate the weight of all 
criteria identified and produce an overall view on the company scale. 
But for simplicity, only one variable will be used to categorize the real 
estate agency.  
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In real estate agency company, floor area may not be a good indicator 
of company scale as most of the time, the agent will work outside the 
company. There may not be a great need for them to rent a large 
amount of space. For turnover, it is not likely that for the author to 
get enough and accurate information. Among all criteria, it seems that 
employment is most reliable and easily obtained data to evaluate the 
scale of the real estate agency company.  
 
Take the Business Registration Ordinance in Hong Kong as an 
example. Under this ordinance, small-medium enterprise refers to  
“…manufacturing business which employs fewer than 100 persons in 
Hong Kong; or a non-manufacturing business which employs fewer 
than 50 persons in Hong Kong…” 
The Hong Kong Government also makes use of number of 
employments in categorizing the company.  Furthermore, in 
Waterworth (1987), the nature of small firm is identified on the base of 
number of staff: 
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“… one important characteristic which we can easily recognize is that a 
small firm is often managed in all aspects by one person (or, at the most, 
by a small team of two to three).” 
Moreover, it is found in the Survey of building, construction and real 
estate sectors 2003 published by the Census and Statistical 
Department that compensation to employees contribute to the most 
operating expenses for a real estate agency company, about 52% of 
gross output. Consequently number of employment will be adopted as 
a criterion to categorize the company size.  
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2.13 Conclusion 
 
One of the objectives of marketing is to differentiate a service provided 
by one company from other competitors. Distinctive market position 
allows effective differentiation. In establishing the market position, 
marketing mix and attributes play a role in conferring benefits to the 
customers. Benefits drive the customers’ decision.  
 
However, service provision industry, like real estate agency industry, 
increases the challenges in marketing. Service is intangible in nature. 
In order to differentiate the service provided by one company from its 
competitors, intangibility problem has to be solved. Therefore some 
external cues have to be relied on so as to affect the customers’ choice 
of service employment.  
 
Marketing strategy can be adopted to reduce service intangibility. 
Branding is the process in achieving differentiation. It is found to be 
appropriate for the real estate service marketing. It reduces service 
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intangibility by offering a collection of perceptions on service provided. 
A brand embraces attributes which tells the customers how the 
service should be read.  
 
Having an established market position or brand is not enough. 
Promotion is required to communicate the attributes with the public. 
Personal or non-personal communication channels can be adopted to 
channel the company service to customer perceived benefits. Branding 
can therefore be a way out for Hong Kong real estate agency in 
marketing.  
 
Hong Kong real estate agency is governed by the Estate Agents 
Authority. There is licensing requirement for the real estate agents to 
practice in Hong Kong. Moreover, advertisement of the agents is 
strictly control by the Authority to protect the industry and the 
customers. In this dissertation, Hong Kong Real estate agency 
companies are categorized into different scale base on staff number. 
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Details of categorization will be presented in the chapter of research 
design.  
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Chapter 3 
Research Design 
 
 
3.1 Introduction 
 
This dissertation is an empirical study on marketing and branding. 
Therefore, research had been conducted to collect information from the 
real estate agency companies.  
 
In this chapter, research design will be explained. Research method for 
this dissertation will first be introduced. Then target group for the 
research will be identified. Method for data collection and data analysis 
will be discussed afterwards.  
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3.2 Research method 
 
Before data collection, literature search has been carried out in order to 
provide some background information on marketing, market positioning 
and marketing mix, marketing strategies, nature of service, branding 
strategy and promotional strategy. Books and journals had been the 
sources of information. Nevertheless information found in the literature 
search formed the base of the research and the questionnaire. 
Understanding on the estate agency sector of the authors from academic 
studies, lectures, talks etc. was incorporated in the construction of 
questionnaire also.  
 
Regarding the method for the research, according to Fellows and Liu 
(1997), there are three main approaches in quantitative research: 
questionnaires and interviews, experiments and desk research. As the 
dissertation is an empirical study on the branding strategy of real estate 
agency companies, companies experience and opinion on this area would 
be better for investigation. Therefore, questionnaire and interview were 
adopted as an approach. 
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3.3 Target Group 
 
Target group of the study was the real estate agency companies. 
Questionnaire was designed to collect their opinion on marketing and 
branding. Two sets of questionnaire were produced. Target group of the 
first set is all real estate agency companies identified from various 
sources, while branded real estate agency companies is the target group 
for the second set of questionnaire. Contacts of the real estate agency 
companies were identified from Estate Agents Authority Website, 
newspaper, magazines and based on knowledge of friends, supervisor, 
teaching staffs and the author.  
 
The definition of branded estate agency company was adopted in 
accordance with the understanding on the term ‘brand”. According to the 
American Marketing Association,  
“A brand is a ‘name, term, sign, symbol, or design or a combination of 
them intended to identify the goods and services of one seller or group of 
sellers and to differentiate them from those of competition.”  
Thus the key to create a brand is to choose a name, logo, symbol, 
package design, or other attribute that identifies a product and 
distinguish it from others. Among all these factors, a package design is 
not likely to be possible for the service industry. For other attributes that 
identified and distinguished from others may be too subjective and is 
difficult to evaluate on. What’s left will be the name and logo of the 
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company. Every company has a name. Therefore, it is not possible to tell 
that if a company is likely to have branding strategy adopted purely from 
the name of it. Hence, a logo will be more objective and practical to be 
identified.  One cannot say that a company has logo must has 
implemented branding strategy. However, one cannot deny that a logo is 
part of the brand. There is occasion where the company is not aware of 
the strategy or the branding may not be their main marketing strategy. 
From a practical point of view, it was much easier to use the existence of 
logo to target the real estate agency companies for an interview on 
branding strategy. Therefore for the purpose of the dissertation, real 
estate agency companies with company logo would be considered as 
branded and would fall into the target group of the second questionnaire.  
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3.4 Data collection 
 
Data collection was to be performed in two parts. First, a questionnaire 
was sent to the 150 real estate agency companies. Questionnaires were 
distributed to the real estate agency companies directly or through email 
and fax. When the first set of questionnaires was collected, the potential 
interviewees for the second questionnaire were identified i.e. those with a 
company logo. Invitation emails or faxes would be sent for an interview. A 
face-to-face or telephone interview would be held after getting consent 
from the real estate agency companies.  
 
The first questionnaire was being completed by the respondents and fax 
back to the author, while the second questionnaire was conducted in the 
form of telephone or face-to-face interviews. One might think face-to-face 
and telephone interview was time consuming when compared to directly 
mailed questionnaires. However, interview could ensure the response 
from the practitioners. As compare to mail questionnaire, one can ensure 
that the questionnaire was to be completed by the appropriate person, 
rather than somebody fell outside the target group. Moreover, this 
method was adopted mainly due to the reason that Analytical Hierarchy 
Process has to be used in order to find the ranking of various branding 
attributes stated in the questionnaire.  Immediate response of the 
interviewees would affect the action to be taken during interview. 
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Therefore, face-to-face and telephone interview would be most 
appropriate for data collection.  
 
One of the objectives of the dissertation is to find the ranking and 
weighting of the branding attributes. Therefore analytical hierarchy 
process is adopted in part three of the second questionnaire. It required 
the interviewees to rank the branding attributes in accordance to their 
relative importance in branding strategy. The simplest way for this part of 
the questionnaire would be allowing the interviewee to rank all the 
attributes, from 1-13. However, as the number of attributes was not 
small, it would be rather difficult for the interviewees to give a consistent 
weighting of the attributes. Therefore, it was doubtful whether simple 
ranking was practically and reliably sound. There were many multi-
criteria analysis techniques developed. However, it was found that 
analytical hierarchy process was most simple and easy to use. Therefore, 
analytical hierarchy process was used for data collection in part three of 
the second questionnaire. The author chose to use the pair-wise 
comparison between factors in the interviews.  
 
However, there were some drawbacks of the techniques. The interviewees 
might found it frustrating in answering the questions as pair-wise 
comparison greatly increase the time required for interview. But due to a 
small sample of the interviews conducted, reliability and accuracy of the 
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data was essential in reducing the error. Therefore, analytical hierarchy 
process was adopted for part of the interviews.  
 
According to Ho, Leung, Wong, Cheung, Lau, Wong, Lung and Chau 
(2004), it is essential to have an introduction on the branding attributes 
before receiving response from the respondents. It was because different 
people would have different interpretation on the words. Introduction and 
explanation on words could assist generation of a common interpretation 
on each branding attributes. It could ensure that data collected was 
meaningful. Hence, before the interview started, a brief definition in the 
key terms in the questionnaire was given. The interviewees’ opinion on 
the branding attributes was then extracted from a pair-wise comparison 
of the relative importance of every attributes at the same level of 
hierarchy by using the Analytical Hierarchy Process computer package 
Expert Choice 11 Trial Version. Base on Ho, Leung, Wong, Cheung, Lau, 
Wong, Lung and Chau (2004), the detailed procedures of the interview 
are established and are shown in Table 1 in the following page.  
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Table 1: Steps in adopting Analytical Hierarchy Process 
Step  Procedure 
1 Questions concerning the branding attributes were asked to the 
interviewee in a pair-wise comparison base.  
2 The ranking, weighting and internal consistency ratios were 
calculated by the Computer Package Expert Choice 11 Trial 
Version 
3 If the internal consistency ratio is not lower than 0.1 (accepted 
level of Saaty cited in Ho, Leung, Wong, Cheung, Lau, Wong, Lung 
and Chau (2004)), the computer package would locate the likely 
source of inconsistency. The interviewee would be allowed to revise 
their opinions. 
4 Step 3 would be repeated until a consistency ratio was less than 
one. 
5 The ranking and weighting of the attributes would be obtained with 
a low inconsistency ratio.  
 
 
As stated in Ho, Leung, Wong, Cheung, Lau, Wong, Lung and Chau 
(2004),  
“If the respondent failed to give a set of relatively consistent results under 
the category level, his/her response for that category would be discarded. 
This is a relatively expensive way of collecting information, but it would 
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greatly improve the reliability of the weights, which is one of the most 
crucial aspects of the assessment framework.” 
It was believed that analytical hierarchy process could increase the 
reliability and precision of data collected. Data collected would then be 
analyzed.  
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3.5 Data Analysis 
 
For the first questionnaire, the respondent was asked to rank the reasons 
for customer to employ their services, sources of business and choice of 
communication channels. The respondent was required to rank in 
accordance with the relative importance and relative frequency for 
adoption. The respondents needed to rank 1 for the most important 
reason for employment and source of business or most frequently 
adopted communication channels and an increasing number represented 
the decreasing in rank. A decimal scale point adopted from Boyd, 
Leonard and White (1994) would be used to evaluate the overall 
significance or frequency of usage of the items. The decimal represented 
the relative weighting and hence the ranking of that items among others.  
 
Take communication channels as an example. There were 7 
communication channels listed in the questionnaire. In the decimal scale 
point, a rank of 1, i.e. most frequently used, would be assigned with a 
weighting of 7. If there were 9 respondents assigning a rank of 1 and 11 
respondents gave 2 to that item. The weighting would be multiplied by 
number of respondents assigning the same rank, i.e. 9x7+11X6. The 
resulted product was the total weight assigned to that strategy. The 
decimal scale point worked in dividing the total weight by the maximum 
score of possible within that rank. The resulted weight score represented 
the estimated importance of the strategy in relation to the maximum it 
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could achieve. Therefore, the higher frequency of higher score for that 
communication channel, the higher the weighting resulted. By studying 
these weightings, the ranking of the factors under research could be 
calculated.  
 
For the second questionnaire, the ranking of the branding attributes 
employed a different technique. As mentioned, the analytical hierarchy 
process was employed. Under Computer Package Expert Choice 11 Trial 
Version, two weightings for the branding attributes would be illustrated: 
local weighting and global weighting. Local weighting represents the 
weighting of that branding attributes within the same hierarchy level. 
Global weighting represents the overall weighting of that branding 
attributes with the consideration of the whole hierarchy. It was in fact the 
relative importance of a particular branding attribute as compare to all 
attributes. Global weighting collected from different interviewee would be 
sum up and an average weighting would be calculated. With all the 
average global weighting of the branding attributes, a ranking could be 
calculated.    
 
For other parts of the two questionnaires, ordinal scale would be 
analyzed in accordance with the percentage of respondents. Mean, 
median, maximum and minimum score would be taken into account. 
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3.6 Conclusion   
 
In conclusion, the study was conducted by literature search, 
questionnaires and interviews. Two questionnaires were set to collect 
information from the real estate agency companies.  
 
The target group of the first questionnaire was all real estates agency 
companies identified. The target group of the second questionnaire was 
the branded real estate agency companies i.e. with a company logo.  
 
The first questionnaires were sent to 150 real estate agency companies. 
Potential interviewees of the second questionnaires were identified from 
the first questionnaires. The second questionnaires were completed by 
interview. Analytical hierarchy process was adopted in the interviews for 
data collection.  
 
Decimal scale point and global weighting from analytical hierarchy 
process were adopted for data analysis.  
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Chapter 4 
Questionnaire 
 
 
4.1 Introduction 
 
After identifying the key issues from literature search and designing the 
research method, it is necessary to design a questionnaire. Questionnaire 
designed form the core of information supply to support the dissertation.  
 
In this chapter, rationale for the construction of the questionnaires will 
be presented first. Layout of the two questionnaires will be discussed in 
details as well.  
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4.2 Construction of questionnaire 
 
The questionnaire was constructed base on literature search. Key issues 
concerning marketing, branding strategy and communication channels 
were identified. These issues were incorporated into the questionnaire. 
The two samples of questionnaire sent to the real estate agency company 
were incorporated in the appendix.  
 
The author had produced two set of questionnaires. At first, only the 
second questionnaire was constructed. However, after the author had 
conducted an interview with some practitioners and they believed the 
response rate will be too low. Moreover, the author had conducted a few 
interviews with the smaller agency. They claimed that they did not have 
such human resources or time for a detail interview or they did not have 
or did not know what a branding strategy was. Therefore, the author 
believed that it was not practical and possible to interview real estate 
agency company of all different scale in which some may not have any 
knowledge on branding. 
 
In order to ensure the response rate, two sets of questionnaires were 
required. It would be, for the purpose of the dissertation, better to 
interview those companies classified as having a brand within the 
industry and have an understanding on the research area. Therefore the 
first questionnaire served to collect information regarding promotional 
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strategy, source of business and factors that drive the customers’ 
decision on service employment. It also served to identifying the target 
group for the second questionnaire, i.e. those with a logo. The second 
questionnaire could serve to collect information on branding strategy.  
 
The objectives of the questionnaire regarding real estate agency 
companies were: 
1. To investigate the relative importance of 7Ps and reputation as 
factors driving customers’ decision making on service employment  
2. To find out the major source of business  
3. To investigate the choice of promotional strategy  
4. To examine the attitude of practitioners towards marketing 
5. To examine the attitude of practitioners towards branding strategy 
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4.3 Layout of Questionnaire 1 1
 
It was a simple set of questionnaire which only consisted of 6 questions. 
The first three questions were related to the factors which drive the 
customers’ decision making on service employment, sources of business 
and choice of communication channels respectively.  
 
4.3.1 Marketing factors  
 
The factors which drive the customers’ decision on service employment 
were identified from literature. Factors identified were: 
1. Price 
2. Place 
3. Personnel 
4. Service Quality 
5. Promotion 
6. Service time 
7. Technology and facilities 
8. Reputation 
 
These 8 items were 7Ps identified in the literature search except 
reputation. Personnel represented “people”, service quality represented 
 
1 Refer to the first questionnaire incorporated in the Appendix 
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the “product”, service time represented the “process”, and technology and 
facilities represented the “physical evidence. Reputation, on the other 
hand, can be interpreted as part of the “brand”.  
 
Respondents were asked to rank the attributes in accordance with the 
importance in persuading the customer to employ their service. By 
analyzing the ranking, the relative importance of each factor could be 
observed.  
 
4.3.2 Source of Business  
 
Source of business identified from literature and some practitioners were: 
1. Existing clients  
2. Referral business  
3. Cold calling or mail (including walk in) by customers 
4. Sales promotion on street  
Respondents were required to rank the source according to the frequency 
of obtaining business.   
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4.3.3 Communication channels 
 
Communication channels were identified from literature, practitioners 
and knowledge of the author. The choice of communication channels 
were as follow: 
1. Advertisement posted in shop  
2. Advertisement in newspapers  
3. Advertisement in property journals  
4. Advertisement on internet  
5. Cold Calling or direct mail  
6. Sales promotion on street  
7. Brochures or newsletter  
8. Public relation e.g. exhibition, sponsor activity  
Respondents needed to rank 1 to 8 in accordance with the frequency of 
employing the promotional strategies.  
  
The first three questions were highly correlated as source of business and 
choice of communication strategy would affect each other mutually. The 
relative importance of the factors affecting customers’ choice of 
employment would affect the choice of communication strategy as well.  
 
Question on whether the company had a company logo was asked so as 
to identify the target group for the second questionnaire. Moreover, it 
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could serve as a preliminary research on the extent of branding strategy 
implementation in the real estate agency industry.  
 
4.3.4 General Information of respondents  
 
In order to further categorizing the company, general information 
concerning the number of staff of the companies was asked finally. It 
aimed at investigating the impact of company scale on marketing factors, 
source of business and choice of communication channels.  
 
As discussed in the Literature review number of staff could be used to 
indicate the scale of company, four categories of respondents were 
formed. Finally, respondents were invited to provide contact for further 
information.  
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4.4 Layout of Questionnaire 2 2
 
After collecting the questionnaire, company with logo would be invited to 
the second part of the research.  
 
In questionnaire 2, there were three parts. Part I was aiming at collecting 
attitude towards marketing while part II was aiming at attitude towards 
branding. Finally, part III required the respondents to rank the branding 
attributes.  
 
4.4.1 Attitude towards marketing  
 
Branding strategy originated from marketing. Therefore, in the first part, 
there was a list of statements concerning marketing. The eight 
statements listed were in fact in the logic of marketing process found in 
literature search.  
 
The first step in marketing is to identify the competitive advantage of the 
company. Therefore, it is necessary to identify the strengths and 
weaknesses of the company before making decision on what to market. 
The second step would be trying to identify the strengths of the company 
in which it can differentiate the service provision of the company from 
 
2 Refer to the questionnaire 2 incorporated in the Appendix 
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those of their competitors. It is found in the literature that differentiation 
is the aim of marketing and it is a mean for the company to achieve its 
marketing objectives. Identifying the potential strength of the company, it 
is not possible for the company to market all its strength due to 
resources constraint and it may not be effective also. Therefore, it is 
necessary to decide which strength that the company would like to 
market to the customers. Or in other word, it is necessary to identify the 
attributes that a customer attributed to in making their employment 
decision.  
 
The selection of the attributes for marketing will depend on which target 
segment the company is aiming at. Different segments may require 
different marketing attributes. However, a market segment may still be 
too wide and resulted in ineffective marketing. Therefore, a clear position 
of the company is needed. Company position is in fact the customers’ 
perceived position that the company wants to establish. It is not the end 
of the story after defining the marketing position targeted. One has to 
consider which attributes can help to achieve the desire position and 
marketing results. 
 
Service and goods are two entirely different things in marketing as 
identified in the literature review. Service is distinguished from product 
mainly because of its intangibility. One of the objectives in service 
marketing is to reduce the intangibility of service. As a result, the 
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customer can compare and evaluate on the service more easily. Therefore, 
the author would like to investigate the opinion of service marketing for 
the real estate agency company.   
 
Base on the marketing process, list of statements are stated to collect the 
opinion of service provision company.  
 
4.4.2 Attitude towards branding  
 
In the second part of the questionnaire, focus was on the branding 
strategy. Attitude on branding strategy were collected by a list of 
statement as well. It is identified from the literature search that a brand 
name can translate attributes into functional or emotional benefits. As a 
result, it helps to simplify the customers’ decision making process by 
providing a collection of perceptions in the mind of customers. The 
author would like to examine the practitioners’ opinion on the statements.  
 
Service intangibility problem is identified in previous chapter. It is found 
from literature search that brand name and price are two indicators of 
service quality. The author would like to examine the relative importance 
of these two factors for the practitioners.  It is important because their 
perception will affect the marketing strategy choice of the company.  
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4.4.3 Branding attributes  
In the third part of the questionnaire, branding attributes was concerned. 
Branding attributes was mainly identified from literature. It is unlikely 
for the real estate agency companies to explicitly state the attributes were 
for the establishment of a brand. Subjective judgment of the author 
would be not accurate enough. Therefore, it was more objective to 
conduct a literature search in order to identify the branding attributes. 
However, due to time and resources constraint, the 13 branding 
attributes identified was not the exhaust list.   
 
13 attributes were identified from literature search. They were 
1. Quality level 
2. Price 
3. Personalized service 
4. Company History 
5. Company Reputation 
6. Experience 
7. Reliability and Commitment 
8. Creativity 
9. Technology 
10. Location 
11. Good Customer Service 
12. Expertise 
13. Responsiveness 
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Some attributes required explanation so as to reduce confusion for the 
interviewees.  
 
“Quality” level here refers to the quality of the core services itself without 
taking into account of non-core service provided. “Personalized service” 
refers to whether the service is tailored made for the customers. 
“Company reputation” is not referring to the brand name of the company, 
but the degree of awareness of the company of the customers instead. 
Finally, “responsiveness” is the term used to describe how fast the 
personnel can response to the clients’ demand.  
 
The branding attributes ranking and weighting were to be found by 
analytical hierarchy process. However, due to the constraint that at most 
nine attributes could be attached to each hierarchy level. Hence the 
attributes were being classified into three factor categories according to 
the nature and the effect of attributes on the factor, namely: service, 
personnel and company. Classification of branding attributes is shown in 
Table 2 shown in next page. 
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       Table 2: Classification of branding attributes 
Marketing factor category Branding attributes 
Quality level 
Price Service 
Personalized 
Company History 
Company Reputation 
Experience 
Reliability and Commitment 
Creativity 
Technology 
Company 
Location 
Good Customer Service 
Expertise Personnel 
Responsiveness 
 
 
The marketing factor category is under the same hierarchy level, while 
the branding attributes is in another level.  
 
In this part, there was an open ended question for the interviewee to 
express their opinion on the issues. It could make sure that no important 
branding attributes would be missed. 
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4.5 Conclusion  
 
Questionnaires were designed to collect information for achieving the 
dissertation objectives.  
 
In the questionnaire1, general information of the respondents was 
collected. Moreover, perceived factors which driven the customers’ choice 
of services, sources of business and communication channels were being 
investigated.  
 
In questionnaire2, branding strategy was being investigated. Attitude 
towards marketing and branding were examined. Finally relative 
importance of branding attributes was determined.  
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Chapter 5 
Research Findings 
 
 
5.1 Introduction 
 
Two questionnaires were designed and sent to real estate agency 
companies in Hong Kong for data collection. The first questionnaire also 
served to identify the target group for the second questionnaire. 
Questionnaire 1 was sent to the real estate agency companies identified 
from various sources and questionnaire 2 was completed in form of 
interview.  
 
In this chapter, research findings for the two questionnaires will be 
presented and analyzed. Findings in questionnaire 1 will be discussed 
first, followed by questionnaire 2. Finally, before the discussion of the 
result is given, a summary of the research findings will be offered.  
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5.2 Findings in Questionnaire 1  
 
150 questionnaires have been distributed directly or by emails or fax to 
the real estate agency companies of different scale in Hong Kong. Some of 
the questionnaires were completed directly after distribution by the 
respondents. There were 67 questionnaires received which constitutes a 
response rate of about 47%.  
 
In this set of questionnaire, the following information was collected: 
1. General company information  
2. Marketing factors 
3. Source of business 
4. Communication channels 
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5.2.1 General information of respondents 
 
In this part, general information of respondents was being asked.  
 
The chart (Chart 1) below shows that 33% of the respondents (i.e. 22) 
had specialized people responsible for marketing.  
 
33%
67%
With Specialised
people
Without specialised
people
 
Chart 1: Percentage of respondents with and without specialized people 
responsible for marketing 
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As shown in Chart 2 below, there was 39% of the respondents had a 
company logo, i.e. 26 
 
39%
61%
With logo
Without logo
 
Chart 2: Percentage of respondents with and without company logo 
 
The scale of respondents’ companies was examined. Details are shown in 
the chart (Chat 3). The companies’ scale was categorized in terms of staff 
number. Companies with less than 20 staff were considered to be small 
scale, while companies with more than 100 staff are considered as large 
scale.  
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70%
10%
7%
13%
> 20
21-50
51-100
< 100
 
Chart 3: Categorization of Respondents’ company in terms of staff 
number 
 
It is observed that 70% of the respondents had less than 20 staff. There 
was 46 respondents’ companies regarded as small scale, where there was 
9 respondents’ regarded as of large scale. It is observed that most of the 
respondents are actively involved in the second hand market rather than 
the first hand market.  
 
The reason for the composition of the scale of respondents’ companies is 
due to the nature of the real estate service industry. The number of “large 
scale” real estate agency companies is far less than those of small and 
medium scale. Therefore, most respondents were from small scale 
companies. Second, it is more difficult to get information from the 
medium size real estate agencies companies as the author does not have 
the connection with them and is not possible to walk in their office, like 
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what the author did for the small scale companies, to obtain information. 
For small real estate agency companies, most of the questionnaires were 
completed by face-to-face meeting. For larger scale companies, they have 
a specialized department or team of people responsible for providing 
information to the public. However, some medium scale companies are 
just in between the two. They neither have a specialized team of people 
entertaining public enquiry apart from business related nor allow 
anybody to gain direct contact with the company staff. This is the reason 
why the response from medium scale companies was low.  
 
It is found that all respondents with more than 50 staff have a company 
logo and a group of specialized people for marketing. The correlation 
between “specialized people” and “company scale” is 0.424. It means the 
larger the company scale, the more likely that they are having specialized 
people for marketing. It is reasonable as large companies have enough 
capital and human resources for marketing. For company with less than 
50 staffs, only 23% of the respondents have company logos. Nearly 90% 
of the respondents with less than 20 staff do not have a company logos 
and specialized marketing people.  
 
Concerning the “company logo”, it is found that all large scale companies 
have a company logo. The correlation between the company scale and 
existence of company logo is 0.231. It means that it is more likely for a 
larger scale company to have a company logo.  
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The adoption of marketing is partly constrained by resources and partly 
by company objectives. The basic requirement for a company to adopt a 
marketing strategy is having enough amounts of resources. Sufficient 
resources give flexibility to companies in choosing and implementing its 
objectives and policy. Therefore, it is not likely for the respondents with 
less than 20 staff to invest much on marketing other than advertising 
due to resources constraint. It may also be true as claimed by some 
respondents that they were not aware of the marketing strategy. They in 
fact did not know what a marketing strategy was.  
 
5.2.2 Marketing factors 
 
In this part of the questionnaire, there was a list of factors which drive 
the customer choice of service. They were 7Ps and reputation identified in 
the literature search. These factors would affect the choice of customers 
on the real estate agency companies’ services. The respondents had to 
rank the factors in accordance with the factors’ relative importance in 
affecting customers’ choice of service.  
 
The rank of the factors would be transformed into the score. Higher 
ranking would result in a higher score. The table (Table 3) below shows 
the mean, median, maximum and minimum score of the factors.  
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Table 3: Mean, median, maximum and minimum score of the factors 
affecting service employment 
Score Mean (rank) Median Max. Min. 
Price 5.206 (5) 6 8 3 
Location 6.063 (2) 6 8 1 
Personnel 6.095 (1) 5 8 4 
Quality 5.778 (3) 6 8 2 
Reputation 5.714 (4) 6 8 3 
Promotion 3.746 (6) 4 8 1 
Technology and 
Facilities 
1.698 (8) 2 6 1 
Service Time 1.921 (7) 2 5 1 
 
Among all the marketing factors, it is observed that “reputation” has the 
greatest variation in ranking (variance = 4.498). In other words, the 
relative importance of “reputation” in affecting the customers’ choice of 
services is not agreed generally among respondents. There is no general 
consensus among respondents on the importance of “reputation”. 
However, most respondents with more than 100 staff regarded 
“reputation” as important factor. They all gave it a rank from 1 to 3.  
 
The score calculated was transformed into a decimal scale point. The 
table (Table 4) shows the weighting and rank of each factor. 
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Table 4: Weighting and Ranking of the factors affecting service 
employment  
 Weighting Rank 
Price 0.612 5 
Location 0.713 2 
Personnel 0.716 1 
Quality 0.679 3 
Reputation 0.672 4 
Promotion 0.440 6 
Technology and Facilities 0.200 8 
Service Time 0.226 7 
 
It is reminded that the higher the score, the higher the weighting and as 
a result the higher the overall ranking is. The first three factors which 
have the highest weighting are “Personnel”, “Location” and “Quality”. 
Their weightings are 0.716, 0.713 and 0.679 respectively.  
 
The weighting can be interpreted at a different angle. Instead of viewing 
the marketing factors as the reason that affect the customer choice on 
service employment, it can be thought as the choice of respondents on 
marketing a particular factor under limited resources. It is the choice of 
the respondents to allocate the human and capital resources. It is the 
perceived competitive advantages of the respondents. For example if 
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“personnel” is the most important factor, the company would put more 
resources on it.  
 
The table below (Table 5) shows the percentage of each factors being 
ranked 1 and 8 and the ranking which obtained the highest percentage.  
 
Table 5: Percentage of respondents assigning the highest and lowest rank 
to the factors affecting service employment 
 Percentage of 
score =8  
(rank = 1) 
Percentage of 
score =1  
(rank = 8) 
Ranking of 
highest 
percentage 
Price 4.5 % 0% 3 (34.3%) 
Location 37.3% 0% 8 (37.3%) 
Personnel 16.4% 0% 4 (40.4%) 
Quality 13.4% 0% 2 (32.8%) 
Reputation 28.4% 0% 6(31.3%) 
Promotion 1.5% 6% 5 (49.3%) 
Technology 
and Facilities 
0% 43.3% 8 (48.3%) 
Service Time 0% 34.3% 7 (34.3%) 
 
From the table, it is observed that “location” and “reputation” are two 
factors in which the highest percentage of respondents believed that they 
are the most important factors in persuading the customers to employ 
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their services. It is found that respondents with more than 100 staffs are 
more aware of the reputation than small and medium scale companies. 
On the other hand, “technology and facilities” and “service time” are 
perceived by most of the respondents as the least important factor in 
persuading the customers to employ their services.  
 
From these few tables summarizing the respondents’ opinion, it is 
observed “technology and facilities” are generally regarded as less 
important than other factors by the respondents. It may be due to the 
high capital intensity in technology and facilities investment. This is 
especially true for small scale real estate agencies. Technology and 
facilities may be an investment in which the capital involved is large, but 
the impact cannot be seen easily. Unless there is a large investment on it, 
simply buying a few more computers and a few pieces of luxury furniture 
may not be effective in attracting customers. Therefore under very limited 
resources and source of business for small scale companies, it may not 
be a wise decision to invest on technology and facilities. For the larger 
scale companies, technology and facilities may not be a core attraction 
for the customers also. It is more likely that it will act as a 
supplementary to the core marketing factors.  
 
“Service time” is also regarded as not so important factors among 
respondents. Some respondents provided an answer to this observation. 
Service time is in reality not being controlled by the real estate agency 
themselves. It all depends on the degree of match between the stock 
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available in the agency’s companies and the purchaser or lessee’s taste. 
The higher the degree of match, the faster the transaction can be dealt.  
Moreover, short service time may not be attractive all the time as some 
respondents claimed that their customers would not bother to spend 
some more time in finding what they needed and satisfied because the 
transaction involved a large sum of money. Therefore, they believed that 
short service time is not crucial to their business in most of the time.  
 
In reality, “price” is not considered to be very important among 
respondents. It only has a rank of 5. It is the case for large, medium and 
small scale companies. Some respondents’ with staff less than 20 
explained this point in terms of Hong Kong Real Estate Agencies General 
Association regulation. They said that the percentage of service charge 
was fixed if they were members of the Association. Therefore, “service 
charge” cannot be a competitive advantage of a company in attracting 
customers. The price which can be competitive in nature is the 
transaction price or to be more precise, the ability of the real estate 
agency to bargain a good price for the clients. However, the real estate 
agencies are in a dilemma on this point. On one side, they have to search 
the lowest price for the purchaser or lessee. On the other side, they have 
to find the maximum price for the owner or leaser. Price is to be 
evaluated by two parties. In every transaction, at least two clients are 
involved. It is rather difficult to satisfy both parties at a time. Therefore it 
is not sensible to use transaction price as an attraction point. The only 
thing that the agents can do is to strike a balance between the two prices 
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demanded. In other words, it is to draw an intersection between the two 
parties on transaction price.  
 
Correlation between factors driving customers’ choice of service and scale 
of companies can be found in the correlation table below. The scale of 
companies is transformed into a score. The larger the companies’ scale, 
the higher the score.  
 
Table 6: Correlation of each factor with scale of the respondents’ 
companies 
 
 Correlation 
Price  0.257 
Location  -0.629 
Personnel  -0.226 
Quality  0.281 
Reputation  0.167 
Promotion  0.261 
Technology and Facilities 0.044 
Service Time -0.187 
 
 
 
 
 
 
 
 
 
 
It is shown that all factors are having positive correlation with the 
companies scale except for “location”, “personnel” and “service time”. 
“Price”, “quality” and “promotion” show the highest positive correlation. It 
means the larger the company size, the more important the factors 
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perceived to be in driving customers’ decision. However, it is found that 
“location” is the factor which most negatively correlated with scale. It 
means that the smaller the company scale, the more important “location” 
is. It agreed with the discussion above. The customer source is related 
with the location of the small scale real estate agency. Therefore, 
“location” would be perceived to be relatively more important for small 
scale companies.  For “service time”, small scale real estate agency 
perceived this factors to be relatively more important when compare to 
larger scale company. As elaborated above, service time is not as 
important for real estate agencies as the property transaction involved a 
large sum of money. The negative correlation between “service time” and 
“company scale” can be explained as it is usually the case that small 
scale agency would have a smaller transaction sum when compare to 
larger scale companies. Therefore, “service time” will be relatively more 
important for smaller scale agency.   
 
However, it is strange that “personnel” is negatively correlated with 
company scale. It means the smaller the company scale, the more 
important “personnel” is as a factor driving customers’ choice of service. 
“Personnel” shall be important disregard of the company scale. The 
reason behind may be the closer contact or relationship between the 
customers and personnel in smaller scale real estate agents when 
compare with large scale company. Moreover, this may be explained by 
the fact that it only shows the relative importance of the factors instead 
of absolute importance. “Personnel” is perceived to be less important 
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when compare to other factors. For large scale companies, it is found that 
they perceived “reputation” and “quality” as more important.  
 
5.2.3 Source of Business 
 
The second question in the questionnaire was concerned about the 
source of business of the real estate agency companies. Four sources of 
business were listed in the questionnaire for the respondents to rank. 
The table (Table 7) below shows the weighting, mean score and ranking of 
the four listed sources.  
 
Table 7: Weighting, mean score and ranking of the 4 sources of business 
 Weighting Mean Score Ranking 
Existing client 0.604 2.492 3 
Referral business 0.847 3.492 1 
Cold calling or 
mailing 
0.694 2.862 2 
Sales Promotion 0.205 1.222 4 
 
It is observed from the questionnaire result that the major source of 
business for the real estate agency companies is referral business, while 
business arises from sales promotion is the least. Referral business 
contributes to 21.2 % of the source of business among the surveyed real 
estate agency companies.  
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From the data obtained, it is shown in the table (Table 7) below referral 
business is the major source of business in which 55.2 % of the 
respondents rank it as 1, i.e. the major source of business. However, 
sales promotion obtained the highest percentage (55.2%) of the 
respondents regarded it as non-major source of business.  
 
Table 8: Percentage of respondents assigning the highest rank and lowest 
rank of the source of business 
 Percentage of 
score =4  
(rank = 1) 
Percentage of 
score =1  
(rank = 4) 
Ranking of 
highest 
percentage 
Existing client 10.4 % 3% 3 (52.2%) 
Referral business 55.2% 1.5% 1 (55.2%) 
Cold calling or 
mailing 
29.9% 10.4% 1 (29.9%) 
Sales Promotion 3% 55.2% 4 (55.2%) 
 
From the data, it is learnt that referral business is the major source of 
business. In order to get the referral business, the existing clients must 
be satisfied. In making the clients satisfied, staff of the company plays an 
important role. This observation is reflected in the respondents’ 
perception on the importance of different marketing factors. From the 
previous section, it is found that “personnel” is the most important factor 
in which the respondents perceived to have a great impact on the 
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customers’ choice of service. The correlation between the ranking of 
“personnel” and “referral business” is 0.24. They positive correlation 
shows that the two items affect each other mutually.  
 
“Personnel” are those who deal with the customers. They provide the 
customers with services. Due to lack of other cues in assessing the 
service quality provided by different companies, the front line staff 
becomes an indicator for service quality. Well mannered and responsive 
personnel certainly give customers a better image of the company. This 
increases the willingness for the customers to employ the service. 
Moreover, a trusting relationship may be developed between customers 
and front line staff.  
 
Trusting relationship can ensure a long term relationship to be built. 
Excellent service employment experience is crucial in developing a 
trusting relationship between the clients and the staffs. Long term 
relationship does not purely refer to the scenario that the customers will 
employ the companies’ service again. But, to a further extent, they will 
recommend the real estate companies to their friends and relatives. It 
acts as an important base for referral business. As a result, referral 
business can be a major source of business and this source of business 
is cost effective as not much promotion is required.  
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The ranking of business source can also be explained by the 
communication channels employed by the respondents in the following 
section. 
 
5.2.4 Communication channels  
Table (Table 9) below summaries the score of each communication 
channels. It is observed that “advertisement posted in shops” obtained 
the highest score. It has a score of 7.118 which means it has the highest 
ranking among all the other strategies. On the contrary, sales promotion 
obtained the lowest rank with a score of 2.621. 
 
Table 9: Mean, median, maximum and minimum score of the 8 
communication channels 
Score Mean 
(Rank) 
Median 
(Rank) 
Max Min 
Advertisements in Shops 
7.118 (1) 8 (1) 8 1 
Advertisements in Newspapers 6.125 (2) 7 (2) 8 4 
Advertisements in property magazines 5.163 (5) 5 (4) 7 1 
Advertisements on internet 5.586 (3) 6 (3) 7 1 
Cold Calling/ direct mail 3.276 (7) 3 (6) 7 2 
Sales Promotion 2.621 (8) 2 (7) 6 1 
Brochures 5.168 (4) 6 (3) 7 1 
Public Relation 3.448 (6) 4 (5) 8 1 
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The score of each communication channel was transformed into the 
decimal scale point, where weighting could be calculated.  
 
Table 10: Weighting and ranking on the frequency of communication 
channels employed by respondents 
 Weighting Ranking 
Advertisements in Shops 0.731 1 
Advertisements in Newspapers 0.677 2 
Advertisements in property magazines 0.472 4 
Advertisements on internet 0.302 5 
Cold Calling/ direct mail 0.177 6 
Sales Promotion 0.142 8 
Brochures 0.475 3 
Public Relation 0.187 7 
 
From the weighting of different kinds of communication channels, 
ranking base on the frequency of adoption can be obtained. It has a 
similar order as the mean score with advertisement posted in shops and 
in newspaper being the first two major kinds of communication channels 
used by the respondents. It is due to a large percentage of small scale 
respondents’ company with less than 20 staffs. These companies used 
advertisement posted in shops and in newspaper most frequently.  
 
 126
 
Chapter 5 – Research Findings 
 
Sales Promotion is the least frequently used communication channel. 
This explained why sales promotion is not an important source of 
business. One may argued that there are lots of sales promotions on 
streets. But it is usually used in the first hand market, i.e. new 
development. However, most respondents were engaged in the second 
hand market. Therefore it is not likely that sales promotion is widely used. 
Moreover, some respondents claimed that there is no way for them to 
launch sales promotion as most new developments are dominant by the 
large agency companies. They face difficulty in entering into that market.  
 
Table below (Table 11) shows the percentage of respondents which assign 
the highest and lowest ranking to each kind of communication channel.  
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Table 11: Percentage of respondents assigning the highest rank and 
lowest rank on the frequency of communication channels adopted 
 Percentage of 
score=4  
(rank = 1) 
Percentage of 
score = 1  
(rank = 4) 
Ranking of 
highest 
percentage 
Advertisements in Shops 64.2% 20.9% 1 (64.2%) 
Advertisements in 
Newspapers 
23.9% 0% 2 (41.8%) 
Advertisements in 
property magazines 
0% 1.5% 4 (40.3%) 
Advertisements on 
internet 
0% 1.5% 3 (23.9%) 
Cold Calling/ direct mail 0% 4.5% 6 (17.9%) 
Sales Promotion 0% 7.5% 7 (13.4%) 
Brochures 0% 0% 3 (25.4%) 
Public Relation 6% 7.5% 7 (10.4%) 
 
It is reminded that there were a total of 23 respondents who only posted 
advertisement in shops with no other kinds of communication channels 
employed. All of them were company with less than 20 staff. The reason 
behinds may be resources constraint. Moreover, as claimed by some 
small scale companies, their main objective is to serve the district. Their 
property stocks are usually within the district and their “customers” also 
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want the property from that particular district. Therefore they may regard 
mass advertisement not effective due to their limited stocks.  
 
Furthermore, their strategy can be explained by their source of business. 
It is observed that all 23 respondents ranked “referral business” the 
highest as a source of business. As their main source of business is not 
from new customers, it is not effective to adopt communication channels 
of various forms so as to attract new customers. One can also 
understand the statement in another way: as the respondents do not use 
communication channels except posting advertisements in shops, it is 
unlikely for them to attract new customers.  
 
6% of the respondents gave “public relation” the highest ranking among 
all other means of communication channels. The 6% were all large scale 
companies with more than 100 staff. The two items are also positive 
correlated (correlation = 0.578). It is logical as only large companies can 
have resources to promote the companies by holding exhibition and 
granting sponsorship. They perceived public relation as an important 
mean to build or improve the companies’ images. This statement is also 
supported by the marketing factors. All these 6% of the respondents 
regarded “reputation” as the second or third most important marketing 
factor. 
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5.3 Findings in Questionnaire 2 
 
In Questionnaire 1, 26 respondents claimed that they had a company 
logo. These 26 companies fell into the target group of Questionnaire 2. 
Invitation letters and calls were sent to these respondents for 
participating in the second questionnaire. Only 13 respondents agreed to 
have a telephone or face-to-face interviews. However, 5 respondents fail 
to complete the questionnaire as they claimed that they do not have the 
knowledge branding strategy. All 5 respondents were real estate agency 
companies with small scale, i.e. with 20 or less staffs. All the remaining 8 
respondents completed the questionnaire successfully and all were 
companies with more than 100 staff.  
 
In this questionnaire, information collected was: 
1. Attitude towards marketing 
2. Attitude towards branding 
3. Ranking of branding attributes  
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5.3.1 Attitude towards marketing  
 
First, the respondents were asked to express their opinion on list of 
marketing statements in ordinal scale.  
 
Among the respondents, all of them agreed that it is necessary to have a 
specialized group of people to devise a marketing strategy. The average 
score of 4.75 (maximum score = 6). On the statement concerning market 
segments, the respondent agreed to the same extent that different 
attributes were required.   
 
Statement 2, 3 and 5 obtained an average score of 5.25 (maximum score 
= 6). All respondent agreed that it is necessary to identify companies’ 
competitive advantage in deciding marketing strategy.  They agreed to the 
same extend that it is necessary to differentiate their services from those 
of the competitors. They also believed a clear market position allows more 
effective marketing. 
 
All respondents thought that market segmentation allowed more effective 
marketing. The statement gained an average score of 5 (Maximum score = 
6). Selection of right marketing attributes is important in market 
positioning. This statement gained a score of 5.43. However, the last two 
statements obtained the lowest average score. A score of 4.75 and 4.625 
were obtained respectively. The respondents fairly agreed that different 
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marketing segments required different marketing attributes and that 
marketing strategy can make intangible service more tangible.  
 
Finally, the respondents were asked to express their opinion on relative 
importance of marketing to their business. The average importance is 
8.75, where the highest score is 10. The lowest score among the 
respondent is 7 and three respondents gave a score of 10. Marketing is 
therefore perceived to be very important by the respondents.  
 
 
5.3.2 Attitude towards branding  
 
Part II of the questionnaire tried to collect information on the 
respondents’ attitude towards branding. It is found that branding 
strategy had an average score of 8.88 (maximum score = 10). Branding 
strategy is believed to be very important by the respondents. It is believed 
that branding strategy enables the real estate agency companies to 
charge a higher premium on their service as compare to other 
competitors. This statement is generally accepted by the respondents and 
with an average score of 8.5 (maximum score = 10).  
 
Branding statements were followed. The respondents were required to 
state the extent of agreement on the statements. Among the four 
statements, the highest score is 5.375 (maximum score = 6). The 
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respondents were strongly agreed that a brand name translates 
attributes into functional or emotional benefits with which customers are 
more able to identify. In other words, it tends to reduce the intangibility 
of service by providing benefits for customer to evaluate.  
 
It is agreed among respondents that a brand name can simplify the 
customers’ decision making process by providing a collection of 
perceptions in the mind of customers. This statement obtained a score of 
5 (maximum score = 6). 
 
It is observed that brand name is perceived to be a better indicator of 
service quality than price. The difference between the average score 
among two is 1.375, with brand name score 5.125 and price score 3.75.  
Low price with high service quality is what the customers want. If the 
company adopted a pricing strategy, they can attract customers by price 
cut or discount. It will be costly and short term. More seriously, it will 
downgrade the company’s position in the customers’ mind as price is an 
indicator of service quality.  One may argue that in order to establish a 
brand, it may be even more costly. However, one has to bear in mind that 
once a brand is established and well maintained, it will last for long. The 
brand will upgrade the position of the company in the customers’ mind. 
It indicates a higher service quality. The customers believe the brand is 
able to transfer more benefits to them and hence a higher premium can 
be charged. The findings agree with what is found is the literature search.  
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5.3.3 Branding Attributes 
 
In this part of the questionnaire, the respondents were asked to rank the 
13 branding attributes listed in the questionnaire. Analytical hierarchy 
process was adopted for this part of questionnaire. Due to the constraint 
of computer package Expert Choice 11 Trial Version, the attributes were 
divided into three categories, namely “service”, “company” and 
“personnel”. These three categories formed the first level of the hierarchy, 
i.e. category level. There will be some attributes under each category 
which formed the second level of hierarchy, i.e. branding attributes level.  
 
First, it is shown that from Table 12 the relative importance of each 
category in the category hierarchy level. “Service” is perceived to be the 
most important factors in branding strategy, “company” comes next and 
“personnel” is the least important factors for marketing. In other words, 
service itself is perceived as the most important factors affecting the 
brand.  
 
Table 12: Weighting and ranking of category level 
 Mean weight Rank 
Service 0.606 1 
Company 0.265 2 
Personnel 0.129 3 
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The branding attributes in the branding attributes level under “service” 
are “personalized”, “quality level” and “price”. In this level, “personalized 
service” is slightly more important than “quality level”. However, 
“personalized service” is 7.5% more important than “price”.  
 
Table 13: Mean Weight and ranking of branding attribute under service  
 Mean weight Rank 
Personalized Service 0.237 1 
Quality level 0.208 2 
Price 0.162 3 
 
Under “company”, seven attributes formed the branding attributes level. 
The seven attributes and their respective weighting are shown in Table 13.  
 
Table 14: Mean weight and rank of branding attributes under company  
 Mean weight Rank 
Company History 0.052 3 
Reputation 0.062 1 
Experience 0.055 2 
Reliability  and commitment  0.043 4 
Creativity 0.015 5 
Technology 0.01 7 
Location 0.013 6 
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It is observed that “reputation” is the most important branding attributes 
under “company”. It has a 0.7% difference with the second most 
important branding attributes, i.e. “experience”. “Technology”, on the 
other hand, has the lowest weight. The difference between the mean 
weight of “reputation” and “technology” is 5.2%.  
 
Similar to “service”, there are three attributes under it, namely “good 
customer service”, “expertise” and “responsiveness”. It is found that 
“expertise” has the highest weighting among three and “responsiveness” 
got the lowest weighting. It means “expertise” is perceived to be a more 
important branding attributes than “good customer service” and 
“responsiveness”. Details are shown in the table below (Table 15).  
 
Table 15: Mean weight and rank of branding attributes under personnel 
 Mean weight Rank 
Good Customer Services 0.057 2 
Expertise 0.073 1 
Responsiveness 0.018 3 
 
 
Table (Table 16) in the following page gives an overview of all the 
branding attributes. By comparing the global weight, ranking can be 
found.  
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Table 16: Global weight and ranking of branding attributes 
 Global weight Ranking 
Service (category weight= 0.606)   
Personalized Service 0.237 1 
Quality level 0.208 2 
Price 0.162 3 
   
Company (category weight= 0.265)   
Company History 0.052 8 
Reputation 0.062 5 
Experience 0.055 7 
Reliability  and commitment 0.043 9 
Creativity 0.015 11 
Technology 0.01 13 
Location 0.013 12 
   
Personnel (category weight= 0.129)   
Good Customer Services 0.057 6 
Expertise 0.073 4 
Responsiveness 0.018 10 
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As service is the category which obtained the highest weighting, the 
branding attributes under this category occupied the first three ranking. 
“Personalized service” is the first, followed by “quality level” and then 
“price”. The forth and fifth most important branding attributes are 
“expertise” and “reputation “respectively. However, the difference between 
them is only 1.1%. Though “personnel” is perceived to be less important 
category in branding strategy, “good customer service” has a higher rank 
than “experience”, “company history” and “reliability and commitment”. 
“Responsiveness” obtained higher rank than “creativity”, “location” and 
“technology”.  
 
The Chart (Chart 4) below shows the respective weight of each attribute 
in descending order.  
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Chart 4: Global weights of branding attributes 
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“Personalized service” means that different customers receive what they 
need. Services are tailor made for customers. This factor is perceived to 
be the most important branding attributes by the respondents. This can 
be interpreted in another way. “Personalized services” means there are 
different benefits transfer to the customers. Under the same segment, 
personalized service further differentiates the company from its 
competitors. “Personalized service” can increase the flexibility of a 
company in offering service and hence achieve one of the objectives of 
branding: to differentiate service from competitors.  
 
“Quality” is fundamental to branding attributes. It is ranked the second. 
It only has a weighting of 3% less than “personalized service”. Quality 
affects the brands’ position in customers’ mind. Perceived quality drives 
customer decisions. Therefore it is the service quality that drives the 
brand.  
 
“Price” has a ranking of 3. It is perceived to be important in branding 
attributes. The respondents claimed the “price” that they were referring 
to is reasonable price. It is not necessarily high or low price. Actually it is 
very difficult for the company to determine the price in branding strategy. 
One cannot set the price too low as it will lower the market position of the 
brand. The customers will perceive a lower quality with a lower price. But 
one cannot set price too high as it will decrease the competitive 
advantage of the company. Price also dives the company’s profit margin. 
It must be reasonable, appropriate and compatible with the service 
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quality. “Price” is therefore vital in affecting the brand’s position in the 
mind of customers and is the key for the survival and development of 
company.   
 
Apart from “price”, company staffs are important indicator of service 
quality. It is found that “expertise” and “good customer services” attained 
a rank of 4 and 6 respectively. It is discussed in the chapter of literature 
review that personnel is affected much by the intangible nature of service. 
Due to intangibility of service nature, the customer will form an 
impression of the organization from the behavior and attitudes of the 
staff. Staffs then play an important role in establishing and maintaining 
the brand. As a result “expertise” and “good customer services” are 
essential. “Expertise” can build a “professional image” in the customers’ 
mind. “Good customer services” will give the customer an excellent 
buying experience and hence a long term relationship can be established. 
Some respondents also expressed that because of expertise, one can then 
be responsive to the customers need. This explained the observation 
found from data collected. “Expertise” is ranked 4 and “responsiveness” 
is only ranked 10. Without “expertise”, how can a company be 
“responsive”? “Personnel” is important factors that the customers can 
make service brand tangible.  
 
Some respondents claimed that they believed “company history”, 
“reputation” and “experience” are highly correlated. “Reputation” is built 
through years of good practice and accumulated experience. Without a 
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long company history, it is impossible to have much experience in the 
industry. However in evaluating the three branding attributes, reputation 
has a rank of 5. Experience is ranked 7 and company history is ranked 8. 
It is true that “reputation” is built through years of “experience” and 
“experience” is due to “long history” of practice. Nevertheless only 
“reputation” can bring the company real benefits. A customer will not 
employ a service because the service provider has long history. They 
employ service from a company with long history because they have 
developed a reputation of providing good quality service. Therefore 
reputation is the most important attributes among all three.   
 
“Creativity”, “location” and “technology” are ranked the lowest among all 
branding attributes. These three branding attributes are supplementary 
to the brand. They can facilitate the work of the company. Without 
“technology”, “expertise” cannot practice their professional knowledge 
with speed and hence “responsiveness” cannot be attained. The 
customers may not bother how creative a company is. Their concerns are 
having their need satisfied and cost minimized.  These branding 
attributes are supplementary do not imply that they are not of 
importance in branding strategy. Instead, they are essential in 
supporting the core business. They assist in establishing the brand 
image.  
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5.4 Summary of research findings 
 
5.4.1 Questionnaire 1 
 
Among 67 respondents, 33% and 39% of the respondents have 
specialized people responsible for marketing and a company logo 
respectively.  
 
The first three important factors perceived by the respondents in affecting 
the customers’ choice of service are: 
1. Personnel 
2. Location 
3. Service quality 
 
The three major sources of business of respondents are: 
1. Referral business 
2. Cold calling or mailing 
3. Existing clients 
 
The three most frequently adopted communication channels are: 
1. Advertisement in shops 
2. Advertisement in newspaper 
3. Brochures 
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5.4.2 Questionnaire 2 
 
Among 8 interviewees, marketing and branding strategy is perceived to 
be very important to real estate agency companies. It is agreed among 
respondents that branding is a better indicator of service quality than 
price. 
 
The 13 branding attributes are listed below in order of decreasing 
importance.  
1. Personalized service 
2. Quality level 
3. Price 
4. Expertise 
5. Reputation 
6. Good customer service 
7. Experience 
8. Company history 
9. Reliability and commitment 
10. Responsiveness 
11. Creativity 
12. Location 
13. Technology 
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5.5 Discussion of result 
 
Marketing is a process. It is a process starting from the internal of 
company and then expands to reach the external market. Marketing is 
aiming at differentiating and communicating the service with the 
customers. Ultimately, it persuades the customer to buy the product. In 
the process, one need to identify the nature of product supplied, nature 
of the industry and competitive advantages of the company.  
 
Marketing is important for all the real estate agency companies as it 
assists in matching the demand of customer with the supply of 
companies. By attaining equilibrium in demand and supply, the company 
can run in an efficient way. Marketing also assists in varying the demand 
curve and hence more of the service is demanded. Eventually, the 
company’s turnover would increase. It helps in sustaining the 
development of the real estate agency companies at the same time. The 
importance of marketing is demonstrated in the Questionnaire 2. The 
average importance of marketing is 8.75 (maximum score = 10). 
Therefore the real estate companies believed marketing is essential for 
the success of company.  
 
Real estate agency industry is highly competitive. In order to stand out in 
the market, marketing is required to build a market position. The market 
position assists in differentiating service supplied by one company from 
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its competitors. It is strongly agreed among respondents that a clear 
market position allows more effective marketing. In order to establish a 
market position, attributes are needed. But before attributes are 
examined, it is necessary to consider the nature of the real estate agency 
industry.  
 
Real estate agency is a service provision industry. Service intangibility 
has to be solved. 7Ps mentioned in the chapter on literature review are in 
fact the external cues in which the customers can evaluate on except the 
“service”. 7Ps are factors which affect the customers’ choice of service.   
 
It is argued by some scholars (like Lovelock, Patterson and Walker (2001)) 
that “People” of 7Ps is the most important attributes. This argument is 
observable in this research. In the Questionnaire 1, “personnel” is 
regarded as the most important factors that the respondents perceived to 
affect the customer’s choice on service employment. It is also explained in 
the previous section that real estate agency industry involves a great 
contact between people. The interactions between the agency personnel 
and customer is high. This nature of business further exaggerates the 
importance of personnel on business. No wonder Lovelock, Patterson and 
Walker (2001) write  
“It has been said that the person delivering the service is the services – 
that is, customer assessment of quality are often based largely on how 
they assess the person with whom they are dealing.” 
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Apart from “people”, “place” in 7Ps is also important for marketing. The 
research agreed with the statement as “location” is ranked the second by 
the respondents. But it is found that the interpretation of the word is not 
the same between the large scale company with more than 100 staffs and 
that small scale with less than 20 staffs though both companies perceive 
convenient location is of advantage to the business. However, for large 
scale company, convenient scale is aiming at serving customers all 
around the city or even the world. They are usually located in the central 
business district. On the contrary, due to the constraint of small scale 
companies, “location” is part of the channel strategy. It is aiming at 
serving the peoples around that area. Therefore, they are usually located 
in the shopping mall of residential area or industrial area.  
 
It has been discussed that “physical evidence” is important in 7Ps as it 
has a profound effect on the impressions customers form about the 
quality of the service they received. However, it is found in this research 
that “technology and facilities” as a kind of physical evidence is not very 
important as compare to other factors. It shows that “physical evidence” 
is not as important as other Ps and reputation in the Hong Kong real 
estate agency industry.  
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Apart from 7Ps, Zeithaml suggests in Dodds, Monroe and Grewal (1991)  
“External cues of price, brand name and store name are three cues that 
influence perceptions of product quality and value, and hence willingness 
to buy.” 
Yet it is found in this dissertation that brand name is more important 
than price. In Questionnaire 1, “reputation” has a higher ranking than 
“price” and in the Questionnaire 2, respondent perceived “brand name” 
as a better indicator of service quality than “price”. Though some 
scholars (e.g. Scitovisky and Dodds, Monroe and Grewal) argue that price 
and quality are positive correlated and customers believe a higher price 
lead to higher perceived quality and thus, a greater willingness to buy. 
However, this argument may not be true for the real estate agency 
industry in Hong Kong. Respondents perceived branding as more 
important.  
 
It is found that 39% of the respondents have company logos which fulfill 
the basic requirement branding. Branding is utilized in the real estate 
agency industry especially for some large scale company. Branded real 
estate agency company perceived branding strategy to be very important 
to their business marketing. It agreed with Carson and Ruston (1989) 
“A service has no physical appearance… It is usually base on creating an 
appropriate image for provider of service….This image can be viewed as 
brand image of the company.” 
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Real estate industry is a service provision industry. Therefore branding 
can assist in reducing the intangibility of service. This is generally agreed 
among respondents.  
 
Customers are not buying a service brand. They buy benefits instead. 
Therefore branding must serve to communicate the benefits provided by 
the service to the customers. It is strongly agreed among respondents 
that a brand name can translates attributes into functional or emotional 
benefits. Therefore a real estate agency service brand should give a 
collected perception of benefits to the customer. Keller (1998) suggests 
that 
“Brands provide a shorthand device or means of simplification for their 
product decision.”  
The respondents in this dissertation strongly agreed this statement.  
Consumers simplify information process by forming subjective judgment 
or beliefs about brands. A brand’s subjective judgments are the perceived 
positions of the brand in the perceptual product attributes space. 
Therefore, evaluation on the service benefits is base on the branding 
attributes communicated to the customers.  
 
An effective way to make branding tangible is to use as many physical 
elements as possible e.g. employees, buildings, physical facilities etc. 
However it is found from the research that it is not the case for the Hong 
Kong real estate agency industry. Branding attributes which is physical 
in nature such as “technology” and “good customer service” are ranked 
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lower than those intangible in nature like “quality” and “reputation”. 
Actually this observation is explained in the earlier section. “Technology” 
and “good customer service” are served to support the service instead of 
being the core of branding. Respondents also agreed on this point as they 
perceived “service” as the most important marketing factor category. The 
core of the branding is “service”. Therefore the service itself has to be of 
high quality and suit the need of customers. Otherwise marketing cannot 
achieve anything no matter how well the plan is. It is true for the real 
estate agency industry. Agency has to provide tailor made and high 
quality service to customers.  Without these two branding attributes, a 
brand cannot last long. Additional premium can never be charged and 
reputation can never be built.  
 
Explanation on the ranking found in the research has been discussed in 
the previous section. But the author would like to give a little note on the 
branding attributes ranking. The ranking of branding attributes 
expressed the opinion of the respondents on the relative importance in 
branding. However, all factors are interrelated. For example, the 
relationship between “company history”, “reputation” and “experience” 
mentioned in the previous part. Lower ranking therefore does not mean 
that branding attributes is not important. It only means that it is 
relatively less important than other branding attributes.  
 
The resulted ranking of branding attributes can be read from another 
angle. The branding attributes which have higher ranks are, in reality, 
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those having direct and easily observable benefits to the company, for 
example turnover and volume of transaction to the company. Moreover, 
these benefits can be identified by the customer and affecting their choice 
of service easily. For example, people would like to buy “expertise” service 
instead of “responsive” staff.  High quality service is an important benefit 
to the customer which increase willingness to buy with no doubt. 
“Reputation” attract customer instead of long company history. As a 
result, high rank branding attributes is worth promoted. Even so it is 
built on top of low ranked attributes. High branding attributes are just 
like the building, while low ranked branding attributes are acting as a 
foundation which supports the building.  
 
No matter how beautiful the “building” is, without promotion, it cannot 
generate profits as the public is not informed about it. Promotion is an 
important step which the marketing plan is realized. In the real estate 
agency industry, the company needs to use promotion to inform the 
customers the property stocks available. It can use promotion to build a 
corporate brand as well.  
 
As explained in previous section, due to the nature of the real estate 
agency companies, advertisement posted in shops are used most 
frequently as communication channels.  
 
Advertisement in various media has an advantage of reaching a large 
number of potential clients at the same time. It is expressive. Therefore it 
 150
 
Chapter 5 – Research Findings 
 
is found that advertisement in shops, newspapers and property journals 
have been the major communication channels in the real estate agency 
industry.  
 
However those and only those large scale “branded” real estate agency 
companies adopted public relation as another important communication 
channels. The reason is of course due to resources constraint for agency 
of smaller scale. Public relation, as identified from the literature search, 
is a long term investment which helps to develop a long term relations 
with customer by reinforcing the company’s brand in their mind. 
 
After discussing about the attributes and communication channels, 
source of business for the real estate agency companies are to be 
discussed. From the research, it is found that “referral business” is the 
major source of business for real estate agency companies of different 
scale. This characteristic of the real estate agency industry implies that 
relationship between the company and the customers is very important. 
One can imagine if the serving process is not satisfactory, the customers 
will certainly not employ the service again. They, of course, will not 
recommend the company to others. Therefore, it is crucial to make the 
existing clients satisfied. But it is not enough. A relationship has to be 
built in order to get the referral business or repeated buying.  
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As mentioned by Lovelock, Patterson and Walker (2001) 
“Person delivering the service becomes inseparable from service as a 
trusting relationship between the client and service provider sometimes 
develops a large extent. The trusting relationship developed is essential in 
gaining customer satisfaction and loyalty.”  
Therefore, the key for trusting relationship is “personnel”. Referral 
business being the major source of business implies the importance of 
personnel in the real estate agency industry. Furthermore, it also implies 
the use of communication channels to promote the service may not be 
put in a very important position, especially for small scale company 
established for a long time.  
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5.6 Conclusion 
 
In light of service intangibility, it is concluded from the research that 
“personnel” is the most important perceived factors in driving customers’ 
choice in light of service intangibility. The major source of business, 
referral business, of the real estate agency exaggerates this importance of 
“personnel” in persuading the customers in service employment. 
Moreover, it is found that mass advertisement is not widely adopted in 
promoting real estate agency service. The aim of promotion is mostly 
aiming at promoting the property stocks available instead of the 
corporate image.  
 
Branding can be seen as another effective marketing strategy in light of 
service intangibility. It is found that it has an important role to play in 
marketing larger scale agency services. The most important branding 
attributes is personalized service.  
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Chapter 6 
Conclusion 
 
 
Hong Kong real estate agency is a highly competitive industry. One 
cannot deny the importance of marketing in this industry. Some real 
estate agency may have a marketing department, while some may have 
no knowledge on this area. But it is not arguable that they all have 
implement marketing, though to different extent.   
 
The aim of this dissertation is, therefore to investigate the attitude of the 
real estate agency in Hong Kong towards marketing factors which drive 
the customers’ service employment decision and attitude towards 
branding in light of service intangibility. Two questionnaires were set to 
collect opinion of the practitioners. There were 67 respondents for 
questionnaire 1 and 8 interviewees for questionnaire 2.  
 
In achieving the aim of the dissertation, three objectives have to be 
realized. First, regarding the perceived important marketing factors which 
drives the customers’ choice of service, “Personnel” are perceived to be 
the most important factors in affecting the choice of service. What come 
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next are “location” and “quality”. On the other hand, “service time” and 
“technology” are the two least important factors.  
 
Regarding promotion channels of the real estate agency companies, it is 
found that “advertisements posted in shops”, “newspaper” and 
“brochures” are the three most commonly used by the real estate agency 
companies. These three channels are used most frequently by small to 
medium scale companies. For the large scale agency company, “public 
relation” is frequently adopted. Public relation serves to promote the 
service and corporate image as well. Sales promotion is the least 
frequently adopted communication channels.  
 
Another objective of this dissertation is concerning about branding. It is 
found that branding is not widely practiced in the real estate agency 
industry. Only 39% of the respondents fulfilled the basic requirement of 
branding: having a company logo. However it is found that all large real 
estate agency companies with more than 100 staffs have a company logo.  
 
Branding is agreed to be a kind of strategy which can solve the service 
intangibility problems in marketing. It is perceived to be a better 
indicator of service than price. Branding is important to large scale real 
estate agency company.  
 
Branding is a collection of perceptions in the customers’ mind and can 
assist in simplifying the customers’ decision in service employment. 
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Branding is built by different branding attributes. Among 13 branding 
attributes being investigated in this dissertation, “personalized service”, 
“quality level”, “price” and “expertise” are the four most important 
branding attributes perceived by the respondents. However, 
“responsiveness”, “creativity”, “location” and “technology” are found to be 
the four least important branding attributes.  
 
There are a few points that the author would like to highlight in the 
research findings. First, real estate agency is a typical service provision. 
It encountered the same challenges as other service provision industry. 
Intangibility has to be solved in service marketing. In a service industry 
like real estate agency where high interactions between company 
personnel and the customer is required, personnel become the most 
important asset of the company. Moreover, it is found that referral 
business is the major source of business. It enlarges the effect of 
personnel on company business. The key to referral business is building 
a good relationship between the customers and personnel. Personnel 
reflect the service quality and are one of the crucial factors in driving 
customers’ choice of service.  
 
Second, branded real estate agency defined in this dissertation are those 
with a company logo. It is found that “branded real estate agency” 
perceived branding strategy to be very important in marketing business. 
Branding simplify the customers’ decision making process by translating 
the attributes into functional or emotional benefits. It is found from 
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literature search that both brand and price can be an indicator of service 
quality. However, in this dissertation, it is found that branding is 
perceived to be a better indicator of service quality than price. Brands 
serve to indicate the service quality and more importantly, it enables the 
real estate agency to charger a higher premium on the service as compare 
to other competitors. Therefore, branding is worth adopting marketing 
strategy for larger scale real estate agency companies. Branding can be a 
way to reduce the service intangibility in marketing.  
 
Third, concerning the branding attributes. It is found that the branding 
attributes which occupied a higher rank is related directly to the core of 
the brand: service. For example, service quality is the attribute which 
directly driven the customers’ decision making, while expertise are people 
who represent the service. Supporting attributes like technology are 
found to be less important. Therefore, in establishing a service brand, it 
is necessary to ensure the service itself meets the demand of the markets 
and with the support of non-core branding attributes. Furthermore, 
branding attributes which have high ranks are attributes which will have 
direct and easily observable benefits to the real estate agency companies.  
 
Forth, business operation and services offer to the customers are more or 
less of same nature in the real estate agency industry. It makes 
differentiation of intangible service provision even more difficult. 
Therefore, the focus of marketing real estate agency is not purely on the 
service itself, but on the corporate image. Marketing of real estate agency 
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companies has an option of establishing a corporate brand. The 
corporate brand in fact serves the purpose of gaining a market position in 
the customers’ mind. It tries to differentiate the companies from its 
competitors. The corporate brand can somehow provide an 
“understanding” or “guarantee” on the service quality.  
 
Marketing is a process which matches the company resources with the 
customers’ needs. Although it is found in this research that some 
marketing factors or branding attributes are were important, however, it 
is noted that a company or a service brand cannot be successful without 
the support of non-core attributes. But of course, resources availability of 
the companies has to be considered.  
 
In light of service intangibility, marketing is worth adopting for the real 
estate agency industry. Branding can actually be a way out in the 
competitive real estate agency services in light of service intangibility. 
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6.1 Limitations 
 
There are several limitations in this dissertation. First is regarding the 
number of respondents. The number of respondents is limited in this 
research. Moreover, the percentage of respondents from the medium 
scale companies is very small. As a result the conclusion observed may 
not be applicable for the medium size real estate agency services.  
 
Second, time and resources constraints make the identification of 
branded real estate agency companies may be too simple though 
practical. Therefore, the result of finding 39% of respondents has fulfilled 
the basic requirement in adopting branding strategy may not be 
conclusive.  
 
Third, other marketing strategy, in addition to branding strategy, is not 
under research. Hence it may not be supportive to claim that branding 
strategy is more important than other strategy. However, it can conclude 
that branding strategy is important to the real estate agency companies.  
 
Although this dissertation cannot provide a conclusive results to 
represent the whole real estate agency industry due to resources and 
time constraints, it indeed provides a framework for further research on 
the area regarding service marketing and branding.  
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Chapter 6 - Conclusion 
 
6.2 Recommendation for further investigation 
 
This dissertation only focuses on the attitudes of real estate agency 
companies towards marketing and branding. Further research is possible 
regarding the demand side of this service provision. Developers are one of 
the target clients of the real estate agency companies.  
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Appendix 1 
Survey Result of Questionnaire 1 
 
 
 
Tables below show the detail survey result of marketing factors driving 
customers’ choice of services by the respondents. 
 
 
 
Price 
 
Ranking Occurrence 
1 4.5% 
2 16.4% 
3 34.3% 
4 3.0% 
5 9.0% 
6 23.8% 
7 0.0% 
8 0.0% 
Nil 9.0% 
 
 
 
Location 
 
Ranking  Occurrence  
1 37.3% 
2 1.5% 
3 26.9% 
4 3.0% 
5 11.9% 
6 9.0% 
7 1.4% 
8 3.0% 
Nil  6.0%  
Personnel 
 
Ranking Occurrence 
1 16.4% 
2 28.4% 
3 4.5% 
4 40.3% 
5 3.0% 
6 0% 
7 0% 
8 0% 
Nil 7.4%  
Quality 
 
Ranking Occurrence 
1 13.4% 
2 32.8% 
3 6.0% 
4 19.4% 
5 11.9% 
6 0% 
7 9.0% 
8 0% 
Nil 7.5% 
 
 
 163
 
 
 
 
Reputation 
 
Ranking  Occurrence  
1 28.4% 
2 13.4% 
3 17.9% 
4  1.2% 
5  1% 
6 29.1% 
7  0% 
8  0% 
Nil  9.0% 
 
 
 
Promotion 
 
Ranking  Occurrence  
1 1.5% 
2 1.5% 
3  0% 
4 11.8% 
5 49.3% 
6 17.9% 
7 3.0% 
8 6.0% 
Nil  9.0% 
 
 
Technology and facilities  
 
Ranking  Occurrence  
1  0% 
2  0% 
3 2.5% 
4  0.4% 
5  0.1% 
6 3.0% 
7 40.3% 
8 43.3% 
Nil  10.4% 
 
 
Service Time  
 
Ranking  Occurrence  
1  0% 
2  0% 
3 1.5% 
4 9.0% 
5 4.5% 
6 3.0% 
7 37.3% 
8 34.3% 
Nil  10.4% 
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Tables below show the survey result regarding the sources of business of 
respondents  
 
 
Existing Clients 
 
Ranking Occurrence 
1 10.4% 
2 28.4% 
3 52.2% 
4 3.0% 
Nil 6.0% 
 
 
 
Referral business 
 
Ranking Occurrence 
1 55.2% 
2 37.3% 
3 1.5% 
4 0% 
Nil 6.0% 
 
 
Cold Calling or mailing 
 
Ranking Occurrence 
1 29.9% 
2 25.4% 
3 28.4% 
4 10.4% 
Nil 6.0% 
 
 
Sales Promotion 
 
Ranking Occurrence 
1 3.0% 
2 1.5% 
3 10.4% 
4 55.2% 
Nil 29.9% 
 
 
 
 165
 
 
 
Tables below show the survey result regarding the frequency of 
communication channels adopted by respondents 
 
 
Advertisements in shops 
 
Ranking Occurrence 
1 64.2% 
2 0% 
3 0% 
4 7.5% 
5 0% 
6 0% 
7 0% 
8 20.9% 
Nil 7.5% 
 
 
 
Advertisements in newspaper 
 
Ranking Occurrence 
1 23.9% 
2 41.8% 
3 4.5% 
4 0% 
5 3.0% 
6 0% 
7 0% 
8 0% 
Nil 26.9% 
 
 
Advertisements in property 
magazines 
 
Ranking Occurrence 
1 0% 
2 17.9% 
3 3.0% 
4 40.3% 
5 3.0% 
6 0% 
7 4.5% 
8 1.5% 
Nil 29.9% 
 
 
Advertisements on internet 
 
 
Ranking Occurrence 
1 0% 
2 7.5% 
3 23.9% 
4 3.0% 
5 1.5% 
6 1.5% 
7 0% 
8 1.5% 
Nil 61.2% 
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Cold calling or mailing 
 
Ranking Occurrence 
1 0% 
2 1.5% 
3 0% 
4 3.0% 
5 7.5% 
6 17.9% 
7 7.5% 
8 4.5% 
Nil 58.2% 
 
 
 
Sales Promotion 
 
Ranking Occurrence 
1 0% 
2 0% 
3 1.5% 
4 1.5% 
5 11.9% 
6 3.0% 
7 13.4% 
8 7.5% 
Nil 61.2% 
 
 
Brochures or newsletter 
 
Ranking Occurrence 
1 0% 
2 7.5% 
3 25.4% 
4 10.4% 
5 11.9% 
6 7.5% 
7 3.0% 
8 0% 
Nil 34.3% 
 
 
Public Relation 
 
Ranking Occurrence 
1 6.0% 
2 0% 
3 3.0% 
4 1.5% 
5 3.0% 
6 7.5% 
7 10.4% 
8 7.5% 
Nil 61.2% 
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Appendix 2 
Survey of Questionnaire 2 
 
 
Table below shows that global weighting of branding attributes under 
analytical hierarchy process of the 8 interviewees 
 
 
 1 2 3 4 
Personalized 0.048 0.027 0.161 0.484 
Quality Level 0.156 0.46 0.056 0.159 
Price 0.015 0.098 0.465 0.052 
Company History 0.098 0.13 0.002 0.023 
Reputation 0.262 0.051 0.008 0.048 
Experience 0.149 0.034 0.019 0.087 
Reliability and 
Commitment 0.148 0.023 0.030 0.034 
Creativity 0.017 0.019 0.014 0.015 
Technology 0.015 0.012 0.005 0.013 
Location 0.026 0.011 0.004 0.01 
Good Customer Services 0.049 0.05 0.056 0.018 
Expertise 0.004 0.055 0.161 0.05 
Responsiveness 0.013 0.03 0.019 0.007 
 
 
 
 5 6 7 8 
Personalized 0.5 0.027 0.173 0.472 
Quality Level 0.157 0.44 0.047 0.188 
Price 0.05 0.103 0.412 0.1 
Company History 0.011 0.11 0.003 0.042 
Reputation 0.017 0.055 0.006 0.046 
Experience 0.007 0.038 0.024 0.078 
Reliability and 
Commitment 0.025 0.035 0.041 0.011 
Creativity 0.003 0.02 0.025 0.003 
Technology 0.005 0.013 0.007 0.01 
Location 0.002 0.012 0.006 0.0074 
Good Customer Services 0.155 0.06 0.063 0.001 
Expertise 0.051 0.057 0.172 0.037 
Responsiveness 0.017 0.03 0.021 0.005 
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Appendix 3 
Sample of Questionnaire 1 
 
The Questionnaire is designed to collecting your opinion on marketing real estate agency 
services. The Questionnaire consists of seven questions. Please follow the instruction 
given under each part.  
 
 
1. What do you think are the reasons for the customers to employ your company’s 
service? Please rank the following factors in accordance with its importance.  
(Please rank 1 for the most important factor and 8 for the least important one) 
 
Price 
 
Location  
 
Personnel   
 
Service Quality  
 
Reputation   
 
Promotion       
     
Technology and facilities   
 
Service Time 
 
Other, please specify: _______________________ 
 
 
2.  What are your sources of business? Please rank 1-4. 
(Please rank 1 for most important source and 4 for the least important source) 
 
Existing Client  
 
Referral Business   
 
Cold calling from customers  
 
Sales Promotion 
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3.  What kinds of communication channels that your company used most frequently? 
Please rank the listed communication channel. (Please rank 1 for most frequently 
used channel and 8 for least frequently used channel.) 
 
Advertisement posted in shops 
 
Advertisement in newspapers 
 
Advertisement in property magazines  
 
Advertisement on internet 
 
Cold calling  
 
Sales Promotion 
 
Brochures or newsletter 
 
Public relation e.g. Sponsors and exhibition 
 
 
4. Does your company have specialized staff for marketing?  
(Please tick the appropriate box) 
 
Yes  
 
 
No 
 
5. Does your company have a logo? 
(Please tick the appropriate box) 
 
 
Yes  
 
No 
 
6. How many staffs are there in your company? 
(Please tick the appropriate box) 
 
Less than 20 
 
21-50  
 
51-100 
 
More than 100 
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7. Company Information 
This questionnaire is only part one of the research study. You may be invited to the 
second part of the research study. If you feel free to be invited, please kindly fill in the 
information below. 
 
Name of respondent: 
 
___________________ 
 
 
Contact of respondents:  
 
Fax:  _____________________ 
 
Email: _____________________ 
 
Telephone:_____________________ 
 
 
 
 
~ This is the end of the questionnaire. Thank you for your time. ~ 
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Appendix 4 
Sample of Questionnaire 2 
 
The Questionnaire is designed to collecting your opinion on marketing real estate agency 
services. The Questionnaire is divided into two parts:  
 
a) General attitude towards marketing;  
b) Attitudes towards branding  
Please follow the instruction given under each part.  
 
Part I 
This is a list of statements concerning marketing. Please tick you preferred box.  
 
  Strongly agree               Strongly disagree
             1      2      3      4      5      6 
1. It is necessary to have a 
specialized group of people to 
devise a marketing strategy. 
2.  
  
3. In deciding the marketing 
strategy for an organisation, it is 
necessary to identify one’s 
competitive advantage, i.e. 
identify strengths and 
weaknesses. 
 
  
4. In marketing it is important to 
‘differentiate’ the services your 
company will provide from 
those of your competitors  
 
  
5. Market segmentation allows 
more effective marketing. 
 
  
6. A clear market position allows 
more effective marketing. 
 
  
7. The selection of the right 
marketing attributes is 
important in market positioning.
 
  
8. Different market segments 
required different marketing 
attributes. 
 
  
9. Marketing strategy can make 
the intangible service more 
tangible. 
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Overall, how important do you think marketing is to your business? 
(Please circle the appropriate one.) 
 
Unimportant                                                                                       Very Important      
       
1          2          3          4          5          6          7          8          9          10 
 
 
Part II 
 
1. How important do you think a branding strategy is to your business marketing? 
(Please circle the appropriate one) 
Unimportant                                                                                       Very Important 
       
 
1          2          3          4          5          6          7          8          9          10 
 
2. How strongly do you agree that a brand name enables you to charge a higher 
premium on the service as compare to other competitors?  
(Please circle the appropriate one.) 
 
Strong disagree                                                                                      Strongly agree 
  
1          2          3          4          5          6          7          8          9          10 
 
 
3.  Here are list of statements. Please tick the appropriate box.  
 
  Strongly agree               Strongly disagree
             1      2      3      4      5      6 
a. A brand name translates 
attributes into functional or 
emotional benefits with which 
customers are more able to 
identify. 
 
  
b. A brand name simplifies the 
customer’s decision making 
process by providing a      
collection of perceptions in the 
mind of customers. 
 
  
c. A brand name is a good 
indicator of service quality. 
 
  
d. Price is a good indictor of 
service quality 
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This part of the survey will be conducted by Analytical Hierarchy Process. 
Instruction will be given during the interview.  
 
This is a list of marketing factors of an organization in branding. Please select and 
rank the factor base on the relative importance that you think is important for your 
business. (Please rank 1 for most important and 3 for least important). 
 
Marketing factors category   Rank  
   
Service 
 
  
Personnel 
 
  
Company  
 
  
   
This is  a list of marketing attributes under each factor. Please rank in accordance 
with the relative importance. The rank for the attributes under each factor should 
be independent of other factor.  
 
Marketing attributes: 
 
 Rank 
Service  
 
 ( Please rank 1 for the most important 
and 3 for the least)  
 
a. Quality level 
                    
  
b. Price 
                       
  
c. Personalized 
       
  
   
Company  
 
 ( Please rank 1 for the most important 
and 7 for the least) 
 
a. Company History 
 
  
b. Reputation  
 
  
c. Experience 
 
  
d. Reliability and 
Commitment  
 
  
e. Creativity  
             
  
f. Technology  
 
  
g. Location 
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Personnel  
 
 ( Please rank 1 for the most important 
and 3 for the least) 
 
a. Good customer 
services  
 
  
b. Expertise 
 
  
c. Responsiveness  
 
  
 
 
Is there any other attributes that you think is important in evaluating the service of 
the industry? If any, please specify.  
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
 
 
 
 
 
~This is the end of the questionnaire. Thank you very much for your kind assistance. ~ 
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